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Introduction 
Marketing geography has now emerged as a subject of its own right and, in 
many ways should be the foremost and integrative topic for the study of economic 
geography. Marketing is not only an indispensable feature of modern life but also an 
indicator of regional economic development (Saxena, 2004). 
Marketing geography, a branch of economic geography, is a specialized study 
of market-places and marketing. It deals with the application of the geographical 
principles, methods and techniques to the practical problems related to the marketing 
phenomena (Saxena, 2004). A need in economic geography for marketing was 
evident, not only to strengthen other aspects of economic geography, but also to help 
the geographer in the marketing field significantly to solutions of problems in the 
actual business of marketing. Marketing geography is considered with the chaimels of 
distribution through which goods move from producer to consumer (Applebaum, 
1954). 
The primary objective of marketing geography is to study the channels of 
distribution through which goods move from producers to consumers. It is also a 
study of market-places as unit of space and various kinds of activities associated with 
the distribution of goods required by consvmiers. There exists a wide range of spatial 
variations in the phenomena, which is a result of geographical environment, the 
regional economy as well as socio-historico-cultural aspects of the region (Saxena, 
2004). The fundamental basis of marketing is the three 'ds', i.e. difference, desire and 
distance. The function of marketing starts with 'difference' or inequality in areas, 
such differences being mainly due t<3 geo-economic and technological factors. While 
the 'desire' to sell the produced material and also a desire to purchase the same is 
necessary, the 'distance' is a governing factor between the two. The maximum 
intensity of commercial exchanges will take place if the 'difference' is pronounced, 
the desire is strong, and distance short (Grander and Delobez, 1979). 
The root of marketing geography is the "market-place". The word 'market' is 
derived from the Latin word 'mercatus' which refers to a place where buyers and 
sellers meet. Markets are spatial units; thus their location, site, situation, physical 
extent, morphology and areal combination, etc. are of spatial significance to 
geographers (Saxena, 2004). In brief, marketing geography is concerned with the 
location and distribution of markets, their infrastructural pattern, measure and extent 
of marketing activity, movement of commodities, consumer behavoiur, perception 
and the determination of hierarchy in order to prepare a systematic plan for regional 
development, and their role and rationale in socio-economic development. 
Market centres are not only the centres of marketing activity but they are also 
the nucleus of development. They have economical, social, cultural importance and 
they help in increasing social contacts, serve as centres of diffusion and become focus 
for political and other activities.: They are the controlling centres of marketing system 
and have an important role in stimulating production and consumption and -also 
helpful to accelerate the art of economic development. Thus, development of market 
centres implies the economic development and their growth always follows the 
development of agriculture, transportation, industries etc., which ultimately lead to 
overall regional development (Powar and Lokhande, 2004). 
Markets are sites with social, economic, cultural and other reference marks, 
where there are a number of buyers and sellers, where the price offered and paid by 
each is affected by the decisions of the others (Belshaw, 1969). The market-place is 
the main focal point for the commercial activities of most peasant societies. They may 
be compared as organisms with fixed functions, behavioural patterns, growth 
processes etc. Market centres, as organisms, are not passive mechanical phenomena 
contributing to a geometric pattern spread out upon the earth's surface, but rather 
active. Their activity may be seen in the form of commerce and marketing (Saxena, 
2004). 
Markets are very significant phenomena in the economy and life of a region as 
it is a focus of various human activities. It is indeed, a regional capital of the lower 
order whose service area is a well-knit human region (Ullman, 1960). Smailes (1964) 
has emphasized that markets in the towns of the developing countries play the role, 
rather than shops and shopping centres, as media in the social and economic life of the 
people. Hodder (1965) remarks that markets are the most important elements of the 
social and economic landscape. He urges that the study of markets is essential for the 
real understanding of life of the communities. India is a land of villages. That is why 
the economic organization of the society depends fundamentally on the pattem of 
market centres and periodic fairs (Kulkami, 1962). Indian market centres mostly 
exhibit a picture of rural life as they provide primarily a base for collection and 
subsequent distribution of various agricultural products of the surrounding area. It is 
actually this characteristic of market centre that links it with the countryside and as 
such the bulk of the market centres of India have a strong rural bias. Market centres 
are the significant dynamic elements which are inherent the expressions of the cultural 
and economic structure of the region (Saxena, 1974). 
Periodic market has been considered the most important trading institution, 
which is, "an authorized public gathering of buyers and sellers of commodities 
meeting at an appointed place at regular interval (Hodder, 1965). Periodic market is 
the focal point of economic life in peasant societies especially in developing countries 
like India. According to Yang (1944), market is as much a part of the social and 
economic routine of the peasant as is their farming. Periodic market is an important 
event in the life of peasant societies in developing countries where people from 
different socio-economic status attend the market according to their need. 
The periodic market is a public place where the exchange system between 
sellers and buyers is established. The periodic markets avoid the direct competition 
with neighbouring markets and provide better opportunities for sellers and consumers 
who visit all markets in a market week. They function in circuit or ring system. 
Periodic markets are mainly collection points for agricultural surplus and products of 
cottage industries. These markets provide a basis for diversification of both 
agricultural and cottage industry. It is because; the people through these markets are 
able to know the demand and supply of products. Some periodic markets encourage 
the hinterland for an all-round development in socio-economic and cultural field. 
In Indian society where bulk of population is peasant, periodic markets have 
significant role, as "they link i exchange systems in such a way as to stimulate 
economic dependence on inter- and intra-regional trading. Thus, in turn, shift the 
socio-economic basis of the community towards constantly expanding production and 
growth" (Scott, E.P., 1972). These markets are the foci of muhi-functional activities 
such as social, religious, economic and political, and hence, explicit a complete clear 
picture of rural life of surrounding area. They link exchange system in such a way as 
to reduce the economic dependence on the urban centres but in turn shift the socio-
economic bases of community towards expansion of production and growth. 
The perception of the importance of a periodic market varies from one class of 
participation to another. This is because of the difference of involvement in the act of 
periodic markefing by different kinds of participants. 
The geographical location involves site and situation of periodic markets 
which set them to attract relatively more traders for markets transaction, consequently 
attracting more consumers. It is a common practice that periodic markets are held 
along roadside-crossing, ponds, temples, schools or other public places and also at 
central places where permanent shopping structures of different nature are found. All 
such mentioned places are used for public meeting and practically they have attracting 
capacity for common people gathering. The permanent central places also observe 
periodic marketing and the situation bf such central places becomes source of 
attraction for multi-purpose trips. Such places discharge services of both trade and 
non-trade spheres and as the size of central places happens to be larger, the craze for 
the attractiveness widens. These places play the role of not only commercial 
transactions but also of social spheres and, therefore, their size determines the 
magnitude of importance. A limited number of people attend the periodic markets for 
social congregation also and, hence, these centres has attached with social relevance 
besides their commercial importance (Thakur, R.N., 1997). 
There are different kinds of periodic markets, weekly, bi-weekly, tri-weekly 
periodic markets, wholesale and retail periodic markets and so on. These markets 
meet at specified locations on specified days. The periodicity of the market can remge 
from several times a week, to once a month, or meet at even longer intervals. 
Periodicity allows small producers, who can devote only a portion of their time to 
selling, to sell directly to consumers, without an intermediary. Periodic markets are 
mostly attended by peasants, who live within their hinterlands (Eff & Jensen, 2007). 
The arrangement of these markets are such that they may be well integrated or knitted 
in time and space, taking into consideration of convenience of consumers and 
sellers/traders who attend the respective market from the surrounding area. Such 
arrangement of periodic markets is described as spatio-temporal synchronization of 
the markets (Wanmali, 1981). 
The periodic markets may be considered as a central place because, like a 
central place it serves on area and population larger than itself However, it deviates 
from the concept of central place in the sense that the periodic markets are not feeded 
in time. Unlike the central places, the periodic markets are arranged hierarcially. They 
have rather grades or are horizontally integrated to each other on the space. Because 
such markets are almost homogenous in the variety of functions and services, they 
differ in size and volume of their ftmctions and services (Christaller, 1933; Srivastava 
& Srivastava, 1980; Khan, N. 1993). Thus, the basic factor, which differentiates 
Christraller's central place from the periodic market, is that the former is permanent 
both in time and space while the latter is permanent in space but non-permanent in 
time. 
The periodic markets are held in rural areas under the management of either 
landlords, 'Gramsabha or District Boeird'. Sometimes such markets £ire also held in 
urban areas. In these markets traders have to pay some charges for putting their stalls 
or shops in the market. The charge is known as 'tahabazari' or 'bathaki'. It is paid 
both in kind and cash which varies from community to community and traders to 
traders (Khan, N. and Ali, A. 1998). In urban periodic markets the traders pay two 
kinds of charges. The first charge is related to Mandi Samiti. It is paid by the traders 
at the time of entrance in the town. The second charge is taken by the market 
management. 
Periodic markets by serving the socio-economic purposes into the rural areas 
have a very significant role. These markets are attended by peoples of different 
religions and castes. These market participants, at the same time also belong to the 
different social as well as economic classes and strata. Periodic markets are used 
chiefly by the lower classes. Because these markets transact local produce and cheap 
consumer goods, the villagers with low purchasing capacity avail the consumer goods 
locally (Thakur, R.N., 1997). Income has been found as very influential factor in 
deciding the participation of market participants in these markets. The people from 
deprived and backward castes and small and medium size income groups are found in 
higher proportion owing to the fact that the commodities of low-income range and 
local production are usually exchanged in the periodic markets (Amani and Khan, 
1993). 
After getting in regular touch of periodic markets, the rural market participants 
not only come to know about the ongoing economic progress and development but at 
the same time they have come to know the various events and changes occurring into 
the society. Hence, these market centres not only act as centres for exchange of 
common goods and services but also as centre of diffusion for rural masses (Thakur, 
R.N., 1997). 
In view of the importance of periodic markets in socio-economic life of the 
rural people, the study of such markets is very essential. A large section of population 
in Ambedkamagar district lives in villages whose main occupation is agricultural 
farming. The rural population is more or less depends on periodic markets and visit 
for buying and selling commodities and to discuss various socio-economic matters 
prevails in the society. 
The study of periodic markets and its role in socio-economic transformation is 
an important aspect of marketing geography. A number of useful studies have been 
made to analyse and evaluate the different aspects of market centres especially on 
rural markets but little attention has been paid to examine the relationship between 
periodic markets and socio-economic transformation of rural areas. 
Objectives of the Study 
Keeping in view the significance of the role of periodic markets in the socio-
economic life of the rural people and its transformation, the present work has been 
undertaken with the following objectives: 
1. To understand the physical and cultural environment of the study area. 
2. To make a review of work done on the study of periodic markets. 
3. To assess and analyze the spatial and temporal distribution of periodic 
markets. 
4. To examine the role of periodic markets in the transformation of socio-
economic conditions of rural areas. 
Study Area 
The district of Ambedkamagar in the North Indian state of Uttar 
Pradesh has been selected as study area, taking into consideration its economic 
backwardness, agricultural base as well as presence of large number of rural market 
centres. It forms a part of Ghagra basin and lies between 26° 09 N and 26° 40' N 
latitudes and between 82° 12' E'and 83° 05' E longitudes. The study area occupies an 
aiea of 2,361 sq km and has a population of 2,026,876. About 91% population lives in 
villages whose main occupation is agricultural farming. About 1,677 sq km (71.03%) 
of the total land area of the district are agricultural lands. Atleast more than 90% of 
the rural population depends on rural periodic markets and visit for buying and selling 
commodities and discuss various socio-economic matters prevails in the society. 
Administratively, the district has 4 sub-divisions (tehsils) and 9 development blocks. 
The district has 1780 revenue villages as well as 179 periodic markets. 
Database and Research Methodology 
The entire study is based on the intensive fieldwork supplemented by 
secondary source of data, which have been collected from District Statistical Office, 
Ambedkamagar, Zila Panchayat Office, Ambedkamagar, Directorate of Census, 
Lucknow, NATMO, New Delhi and from District Gazetteer of Faizabad. 
For the present study, 6 periodic markets of the district, along with their 
tributary areas were selected. Selection of periodic markets were based on their 
location, local importance as well as their size. The primary data were collected 
through the survey of 1000 market participants by direct questionnaire, using random 
sampling technique. Different producers, consumers and traders were interviewed by 
asking relevant questions regarding various selected socio-economic parameters. 
The collection and compilation of data were followed by tabulation and 
computation of the same. The interpretation of the analysed data was done with 
empirical and theoretical perspectives. Certain research methods and cartographic 
techniques have been used in preparing maps and diagrams. 
In order to analyse the data, simple percentage method has been used. Mean 
method has been used to calculate the average area, average population, average net 
sown area, etc. served by per periodic market. To assess the socio-economic 
transformation through rural periodic markets, 12 indicators of socio-economic 
transformation have been taken. According to the responses made by different market 
participants, they were classified into high, medium, low and very low categories, on 
the basis of quartile technique. 
Chapter Design 
The present study is a modest effort to bring to light the manifold perspectives 
of spatio-temporal analysis of periodic markets and their role in socio-economic 
transformation of rural areas in Ambedkamagar district of Uttar Pradesh. The study 
has organized into five chapters excluding introduction and conclusion. 
Chapter 1 deals with the geographical personality of the study area and describes a detailed 
description of physical and socio-economic characteristics of the district. 
Chapter 2 examines the conceptual background where pertinent literatures on marketing 
geography and periodic markets are reviewed. 
Chapter 3 describes the meaning, definition and characteristics of periodic markets, origin, 
development and classification of periodic markets, spatio-temporal characteristics 
and hierarchical system of periodic markets. 
Chapter 4 deals with the spatio-temporal distribution of periodic markets in Ambedkamagar 
district. It also highlights the distributional analysis of periodic markets and their 
relation wdth different aspects of landscape like served area, population structure, 
net sown, etc. 
Chapter 5 examines the role of periodic markets in socio-economic transformation of rural 
areas. 
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Chapter -1-
Geographical Outlook of Ambedkarnagar District 
1.1 Historical Background 
The district of Ambedkarnagar was formed from the Faizabad district by the 
then Chief Minister Ms. Mayawati on September 29, 1995. The district was named 
Ambedkarnagar in the memory of the father of the constitution. Dr. Bhim Rao 
Ambedkar for his work done for the upHftment of the depressed classes, women and 
other weaker sections of the society. 
1.2 Location and Boundary 
Ambedkarnagar district is located on the North-Eastem part of Uttar Pradesh. 
It lies between 26° 09' N to 26° 40' N latitudes and 82° 12' E to 83° 05' E longitudes. 
It is bounded on the north by Basti and Sant Kabimagar districts, on the north-east by 
tjorakhpur district and on the south by Sultanpur district, on the west by Faizabad 
district and on the east by Azamgarh district (Fig.-l.l-). The district has a total area of 
2,361 sq km and having a population of 2,026, 876. The total length of the district 
from east to west is approximately 75 km and the breadth from north to south is about 
42 km. 
Administratively, district have four tehsils namely, Akbarpur, Tanda, Alapur, 
Jalalpur. Whole district is divided into nine development blocks namely Akbarpur, 
Katehri, Bhiti, Tanda, Baskhari, Ramnagar, Jalalpur, Jahangirganj, and Bhiyaon 
(District Planning Map, 2005). 
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1.3 Relief and Structure 
The district of Ambedkamagar forms a part of the Central Ganga basin. The 
opinion regarding the age of this basin vary. According to Edward Suess, it is a fore 
deep formed in the front of the resistant mass of the peninsula when the Thythyan 
sediments were thrusted southward and compressed against them. 
The second view regards it as sag in the crust formed between northward 
drifting Indian context and the comparatively soft sediments accumulated in the 
Tythyan basin when the latter were crumpled up and lifted up into mountain system 
(Krishnan, 1915). Sir Sydney Burrad (1915), considered it to be a rift valley bounded 
by parallel faults on either side. Another view, at present, is that it has been formed by 
buckling down of northern border of the peninsular shield beneath the sediments 
thrust over it from the north. Stratigraphically, the Ganga basin is built up of layers 
of sands and clays filling up a deep depression between the peninsula and the 
Himalayas. These bodies of sands and clays were deposited directly on the eroded 
surface of Bundelkhand Granitic Basement, which in recent times has been designated 
as the Faizabad High. 
As far as the thickness of the sediments overlying the Ganga basin is 
concerned, different estimations have been made. Oldham estimated the depth of 
sediments in Ganga basin between 4,000-6,000 m, and Burrad considered it 32 km. 
Based on the investigation by Oil and Natural Gas Commission through 
aeromagnetic, ground magnetic and deep wells and structural wells drilled at different 
places, the depth of sediment varies from place to place. The Sharda and the Gandak 
depression have more than 6,000 m deep sediments overlying the Vindhyan 
formation. 
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Geologically, the alluvium deposits have been categorized as Khadar and 
Bhangar. The Khandar lands or newer alluvium are confined to terraces of flood 
plains of rivers and their tributaries. They are light in colour and poor in calcareous 
matter and composed of chiefly sand, silt and clay. However, the bhangar lands or 
older alluvium are the level plain above the flood plain of rivers. The most important 
material in bhangar land is clay which at some places becomes loam or sandy loam. 
Relief Features 
Generally, the district consists of a level plain of uniform character. The 
v'ariation in flatness is caused by various rivers, streams and drainage channels which 
flow along the length of the district from north-west to south-east. Numerous small 
depressions (lakes or Jhils) without any natural outlet are found scattered all over the 
district. 
On the basis of its physical appearance the district may be divided into two 
units - the lowlands and the uplands. 
The Low Lands 
The lowlands, which are locally known as Manjha, consist of alluvial deposits 
of Ghagra river. The extension of the land is not continous but broken in nature. Their 
width varies and is narrow along the northern boundary of Jahangirganj and 
Ramnagar blocks and rather extensive along the northern boundary of Baskhari and 
Tanda blocks. 
The lowlands are bounded by high bank of river Ghagra which is at most 
places, clearly defined but fluctuates north and south as a result of erosion and 
deposition. This is marked by a large stretch of wasteland in which the thick growth 
of Jhao, Tamarisk, and Kaseri provide haunt for wild animals. 
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The Uplands 
Beyond the lowland lie the upland or Bangar and remain mostly unaffected by 
the annual floods. The uniformity of the land is broken by the presence of numerous 
lakes, tals, and tributaries of Ghagra namely Tons-Majohi system. Some patches of 
usar lands are also found in the Tanda and Bhiti blocks. 
1.4 Drainage System 
The study area has a number of rivers and streams, which follows the general 
slope of the land and run from West to east. The principal rivers are the Ghagra, Tons 
and Majohi. The Ghagra has its source in snowy peaks in Himalayas while the other 
rivers originate from lakes in the plains. The main streams of the area are seasonal in 
nature and their discharge varies from nothing in hot season to the hundred of cubic 
metres per second during rains. 
Some important rivers of the district are as -
The Ghagra 
It is the main river of the region, and is also known as Sarju or Saryu. The 
river rises in Himalayas and enters the Ganga plain where it is known as Karmali. The 
river forms a natural boundary v^th the districts, which are situated at the north border 
of the district. Tanda, Jahangirgarj, Ramnagar and Baskhari blocks are situated at this 
river and these blocks are fully utilizing the water resource of the river (Fig.- 1.3 -). 
, ; , The size and volume of the water in the river varies from season to season. 
During the rainy season, the riVer attains immense size and floods at a considerable 
area, causing much damage to the life, property and standing crops. In the older days, 
the Ghagra was the principal highway of the district but the construction of permanent 
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bridges on the river and an increase in road transport facilities, the river is no more 
used for bulk transportation of goods and population. 
The Ghagra does not have any important tributary in the district and receives 
water from various minor streams. 
The Tons 
River Tons is the second important river of the district and consist of two 
streams i.e. Murha and Bisui. Both join each other near Haripur, a village in Katehri 
block of the district. The Murha originates from a lake near Rudauli in Barabanki 
district and the Bisui, the southern feeder of the system, has its source of origin in the 
district of Sultanpur. 
The chief tributary of the Tons is Majohi which originates from a depression 
in the district and flows eastwards to join the main river in the district of Azamgarh 
(Fig-1.3-). 
Lakes 
There are numerous large and small lakes spread over the district. These lakes 
may be divided into two classes on the basis of their origin. First, there are some lakes 
which have originated on account of meandering action of rivers but most of them are 
connected with the rivers by small channels. 
The second type of lakes consists of those depressions which are connected 
with the rivers in which water collects during rainy season, often flooding the 
surrounding areas. The remaining lakes are of independent nature without any outlet. 
18 

Main lakes in the district are Devhat and Hanswar lakes situated in Baskhari 
block and Darvan in Katehri block. From these lakes, most of the area is being 
irrigated, as a result of which yields maximum crops productivity in the district. 
1.5 Soils 
The soils of the Ambedkamagar district are alluvium and fall into two 
divisions: the new alluvium and the old alluvium. They are also known as Khadar and 
Bangar respectively. The khandar lands are found in narrow strips along the river 
Ghagra and other rivers in the district and their soils vary in texture from sand to silty 
sand. The banger soils vary from sandy loam to stiff clay depending upon topography 
and drainage. Sometimes this soil is characterised by the presence of calcareous 
concentrations, which are called khadar and are found at various depths. 
The soils of the district may be classified as: 
Sandy Soil (Baluva) 
The soils of khaddar, adjacent to river banks are marked sandy but away from 
these banks, it improves in texture and shows an increase in percentage of silt. The 
sandy soil is utilized for cultivation of millet and kharif pulses while the silty sand is 
used for the production of millet in kharif and barley or gram in rabi season. 
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Loamy Soil (Domat) 
This type of soil covers a major portion of the district. The surface soil is 
yellow to brown in colour with brownish yellow subsoil. Owing to light and open 
texture of the soil, its water retention capacity is low but it can be made capable of 
producing good crops if irrigation facilities are provided. 
Clayey Loam (Matiyar) 
The matiyar soil is characterised by yellowish grey colour at surface and dark 
colour in lower horizon. As compared with domat soil, it is rich in clay and its water 
retention capacity is high. The calcareous materials are leached down from the surface 
at various depths where they are accumulated to form kankar nodules. This soil 
responds well to transplanted rice. 
Usar Soils 
The usar soils of the area are to be especially mentioned. The most striking 
feature of the soils is the irregularity of their distribution. It is very difficult to show 
the extent of these soils as they are interspersed with small pieces of fertile lands. 
The Himalayan river and their tributaries have played an important role in the 
formation of usar soils in the region. These rivers transport salts in solutions, which 
go on percolating into the sub-soil of the region. In those areas, which suffer from low 
rainfall and have no proper surface drainage, these salts keep on accumulating by 
leaching from the neighbouring regions. During the dry months, the solvable salts are 
sucked-up in solution by capillary action to the surface and are deposited there in the 
form of white efflorescence. In this way, the lands that have been impregnated with 
these salts have been described as usar lands. 
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1.6 Climate 
The climate of the district resembles that of Eastern Uttar Pradesh. It is 
characterized by a rhythm of seasons, which are produced by south-west and north-
east monsoon. The reversal of winds takes place twice in a year. The climate of the 
district may be classified into three distinct seasons. 
1. The Cold Weather Seeison (November to February) 
2. The Hot Weather Season (March to Mid June) 
3. The Season of Rains (Mid June to October) 
The cold weather season prolongs from the month of November to February. 
In the month of November, the belt of high pressure extends from north-west India 
and covers the whole of the Uttar Pradesh. The temperature beings to decline and the 
maximum and minimum are 32.15°C and 8.95°C respectively, in this month. The 
prevailing winds blow from west to east and are influenced by pressure distribution 
and trend of the Himalayas. 
However, the months of December and January register decrease both in 
maximimi and minimum temperature. January is the coldest month of the district, 
which has 25.6° C mean monthly maximum and 4.8 °C mean monthly minimum 
temperature. Both in December and January month, the fogs are common which occur 
in night and lasts the early morning hours. The month of February records an increase 
in temperature. Mean monthly minimum and maximum temperature recorded in this 
month are 31.5 ° C and 6.9 ° C respectively (Table-1.1 & Fig -1.5-). 
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The season between March and mid-June is considered as the hot weather 
season. The temperature continually increases till May. The mean monthly maximum 
temperature ranges between 38° C (March) and 44.3 ° C (June), and the mean monthly 
minimum temperature varies between 11.25 ° C (March) and 22.9 ° C (June). The 
winds blow from the east direction for major part of the days during this season. The 
scorching heat of the sun in the month of May and June with fast blowing hot 
westerly wind, locally known as Loo becomes unbearable. 
The season of rains commences from 15 June with the outburst of south-west 
molisoon. The advent of monSoon brings'a complete change in weather with:an 
appreciate fall in temperature. The; mean monthly maximum temperature ranges 
between 37.15° C (July) and 35.1° C (October) to 23.4° C (August) during this season. 
More than 90 percent of annual rainfall occurs during season of rains. The month of 
July, August and September are accounted for more than 75 percentage of total 
precipitation of the season. The month of July records maximum rainfall (32.30 cm) 
?md about 50 per cent days of the month receive more than 0.3 mm rainfall,each day. 
Winds are generally eastern and north-eastern throughout the rainy season. 
1.7 Flora 
The district of Ambedkamagar occupies a very insignificant percentage of 
total area under forest cover. It accounts only 0.11 per cent of total area. The 
vegetation of the district is spread over the region in the form of scattered patches in 
the midst of cultivated land. Generally, they are concentrated along the rivers, drains 
(nalas) and to the usar lands. The vegetation consists of the timber jungle, bushes, and 
long old grasses. 
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The area under forest shows an uneven spatial distribution. The highest 
concentration of forest has found in the block of Tanda, i.e., about 33.33 per cent of 
the total forest area of the district (Table 1.2). Akbarpur block occupies the second 
place with forest concentration of about 25.55 per cent of the total area. The block of 
Bhiyaon, Bhiti, Jalalpur and Ramnagar have the forest concentration ranging between 
6-10 per cent of the total area. Rests of the blocks have less than 5 per cent area under 
the forest cover. The block of Jahangirgaiij occupies the lowest concentration of forest 
cover, i.e., about 0.37 percent of the total forest area of the district (Fig -1.6-). 
Table 1.2 Area (in hectare) under Forest in Ambedkarnagar District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Area 
(in hectare) 
23 
12 
69 
90 
10 
18 
01 
21 
26 
270 
Percentage of total 
forest area 
8.52 
4.44 
25.56 
33.33 
3.70 
6.67 
0.37 
7.78 
9.63 
100.00 
Source: District Statistical Office, Ambedkarnagar District. 
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1.8 Fauna 
The mammals, birds, reptiles and fishes usually found in the upper Indo-
Gangetic plain are found in this district. Domestic animals such as oxen, horses, cows, 
buffaloes, goats, donkeys, etc., are mainly associated with agriculture. The number 
and variety of the wild animals found in the district are not remarkable and the 
ordinary species, which occur throughout the region, to the south of the Ghagra, are to 
be found here. Large types of carnivores such as tiger, panther, and leopard are almost 
absent. Smaller varieties such as wolves, jackals, foxes, hyenas, etc., are usually be 
found in the scattered patches of jungle in almost all the tahsils and cause occasional 
havoc among cattle. 
Among the herbivorous animals, orient deer, antelope and nilgai are found in 
large numbers in herds. Nilgai;is found along the Ghagra and in patches of dhak 
jungle, mostly in southern and central parts of Katehri block and in the south-west of 
Akbarpur block. It multiplies quickly and causes great damages to crops. The rapidly 
multiplying hares and field mice are even more harmfiil to the crops than are the 
nilgais, and become a problem for the cultivators. 
The varieties of birds that are generally foimd in the district are the same as 
those met within the adjoining tracts. The most common among these are the house 
crow, kite and sparrow. The weaverbird (baya), the waxbill (lal munia), bulbul 
(malposter cafer), cuckoo (koel), the spotted dove, the ordinary and the green pigeons 
and the papiha are other garden birds found everywhere in the district. The Indian 
parakeet (hiraman tota) and the rose-ringed parakeet, which cause damage to the 
mango and guava crops, are found in large numbers and live in big flocks. The 
majority of aquatic birds are migratory, various types of ducks such as lalsar, saman, 
leda, ghoghila, surkhab, sikhpar and some types of crane are fairly common as is the 
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snipe, and visit the jhils of the district at the beginning of the winter and provide 
ample game throughout that season. 
Fish find an important place in the fauna of the district and are found in 
perennial rivers, jhils, ponds and artificial reservoirs. Their main species are rohu 
(labeo rohita), moh (notopterus chitala), sidhri (barbus spp.), mangur (clarias 
mangur), tengra (mystus spp.), sal (ophiocephalus spp.), singhi (heteropneustes 
fossilis) and khursa (labeo gonius). Prawn (jhinga) is also abundant in the Ghagra 
during the rainy season. 
Different varieties of snakes both poisonous and non-poisonous, such as the 
deadly cobra, the Russel's viper, the harmless dumuhi, the phetar, chital, ghorkarait, 
gehwan and dhamin are generally found and a number of people fall victims to snake-
bite every year (U.P. District Gazatteer, Faizabad, 1960). 
1.9 Population 
The most distinctive vision over any landscape is the distributional pattern of 
population in spatial context. It plays an important role in the development of a 
region. Although the marketing activity is an integral part of the settlement system, 
the demographic characteristics also have a control on the market activity of the study 
area. With a population of about 2.02 million and an area of 2,361 sq km, the 
Ambedkamagar district is one of the most densily populated district of Uttar Pradesh. 
Population growth in an area is an index of its economic development, social 
awakening, cultural background, historical events, and political ideology (Chandna, 
1980). Table 1.3 highlights the decadal growth of population in the Ambedkamagar 
district in the period 1901 -2001. 
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Table 1.3 Decadal Growth of Population in Ambedkarnagar District (1901-
2001) 
Census Year 
1901 
1911 
1921 
1931 
1941 
1951 
1961 
1971 
1981 
1991 
2001 
Decadal variation (%) 
-
- 5.81 
+ 1.55 
+ 2.81 
+ 9.51 
+ 12.30 
+ 11.46 
+ 20.75 
+ 24.15 
+ 25.45 
+ 24.31 
Source: District Statistical Office, Ambedkarnagar District 
1.91 Distribution and Density of Population 
Table 1.4 shows the distribution of population in the district. It clearly 
indicates that there is considerable variation in the number of people living in 
different blocks. The main causes for this uneven distribution can be attributed to the 
existence of plain and fertile land, the level of urbanization, industrialization and the 
facilities of market, transportation and communication. The distribution of population 
in each block is controlled by physical conditions and socio-economic causes. 
Akbarpur block has the highest share of population (16.56 per cent) of the study area, 
followed by Jalalpur (13.80 per cent), Tanda (12.32 per cent), Ramnagar (10.26 per 
31 
cent), Katehri (10.03 per cent), Bhiyaon (9.78 per cent), Baskhari (9.53 per cent), 
Jahangirganj (9.17 per cent), and Bhiti (8.55 per cent). 
Table 1.4 Block wise distribution of population, Area and Density of Population in 
Ambedkarnagar District - 2001 
S.No 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Area 
(sq km) 
209.76 
253.33 
410.52 
323.73 
204.31 
228.04 
219.94 
298.51 
212.89 
2361.03 
Population 
173312 
(8.55) 
203340 
(10.03) 
335680 
(16.56) 
249635 
(12.32) 
193140 
(9.53) 
207975 
(10.26) 
185923 
(9.17) 
279806 
(13.80) 
198065 
(9.78) 
2026876 
(100.00) 
Density 
(Persons/sq 
km) 
826 
802 
817 
771 
945 
912 
845 
937 
930 
858 
Source: District Statistical Office, Ambedkarnagar District 
Since, density of population shows the relationship between population and 
area, it also refers to the population pressure per unit area. Hence, it is a good 
indicator of human concentration. The amount of density varies due to the availability 
of favourable conditions in an area such as soil, climate, productivity of land, water 
resources, etc. 
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The density of the district, as a whole is 858 person per sq km, which is 
greater than that of the Uttar Pradesh (689) as well as whole India (324). Table 1.4 
shows the block wise density of population in Ambedkamagar district. It is found that 
four out of nine blocks have high density of population, i.e. above 900 persons/sq km. 
They are Baskhari (945 persons/sq km), Jalalpur (937 persons/sq km), Bhiyaon (930 
persons/sq km) and Rampur (912 persons/sq km). The medium density population is 
found in blocks of Jahangirganj (845 persons/sq km), Bhiti (826 persons/sq km), 
Akbarpur (817 persons/sq km) and Katehri (802 persons/sq km)> While only one 
block, i.e., Tanda have low density of population (less than 700 persons /sq km) (Fig. 
-1.7-). 
1.92 Scheduled Caste and Scheduled Tribe Population 
The presence of social backward classes like scheduled castes and scheduled 
tribes in an area indicates the state of development in that area. Table 1.5 & Fig 1.8 
shows the block wise population distribution of scheduled castes and scheduled tribes 
in the district. It clearly indicated that the total population of scheduled caste in the 
district is 495375, which is 24.44 percent of the total population. The highest 
concentration of scheduled caste population is in Tanda (31.54 percent), followed by 
Jahangirganj (30.89 percent), Jalalpur (30.41 percent), Ramnagar (28.01 percent), 
Baskhari (28 percent), Bhiyaon (26.65 percent), Katehri (23.95 percent), Akbarpur 
(23.40 percent) and Bhiti (22.98 percent). 
The share of scheduled tribe population to the total population is very 
nominal, just 143 (0.01 percent of the total population). 3 blocks out of 9, do not have 
any scheduled tribe population. They are Baskhari, Ramnagar and Bhiyaon. Other 
blocks are Bhiti (0.02 percent), Tanda (0.02 percent), Akbarpur (0.01 percent) and 
Jalalpur (0.01 percent) (Fig -1.9-). 
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Table 1.5 Block wise Population of Scheduled Caste and Scheduled Tribe in 
Ambedkarnagar District - 2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangir^anj 
Jalalpur 
Bhiyaon 
Total 
Scheduled Caste 
Population 
34404 
43041 
73029 
71269 
47463 
51643 
50133 
77908 
46485 
495375 
% to total 
population 
22.96 
23.95 
23.40 
31.54 
28.00 
28.01 
30.89 
30.41 
26.65 
24.44 
Scheduled Tribe 
Population 
37 
3 
18 
46 
-
-
1 
38 
-
143 
% to total 
population 
0.02 
0.00 
0.01 
0.02 
-
-
0.00 
0.01 
-
0.01 
Source: District Statistical Office, Ambedkamagar District 
1.93 Literacy 
Literacy is essential for socio-economic development, which measure overall 
development of any region. Literacy unlocks the potential of individual. Literacy and 
development go hand in hand, and the casual relationship between the two is 
undisputedly established. 
Table 1.6 exhibits the block wise number of literate people and literacy 
percentage in Ambedkamagar district during 2001. Out of total population, 954537 
persons are literate in the district. Therefore, the literacy rate of the district is 58.75 
percent. Whereas there is a great variation between male and female literacy rates in 
the district. The male literacy rate is 71.71 percent whereas the female literacy is only 
37 
45.58 percent. The table also shows that the urban literacy rate (72.54 percent) is 
much higher than the rural as well as the district average. 
The analysis shows that there is regional variation of literacy from one block 
to another. The highest literacy rate has recorded in Baskhari block (60.23), followed 
by Jahangirganj (59.99), Jalalpur (58.47), Ramnagar (58.36), Tanda (57.63), Bhiti 
(55.67), Katehri (55.41), Bhiyaon (54.96) and Akbarpur (54.28). 
Table 1.6 Block wise nu 
Ambedkamag 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Urban 
Total 
mber of literate people and literacy percentage in 
ar district-2001 
Literate Peop 
Male 
42845 
50508 
85799 
64133 
48931 
56417 
53547 
74689 
48402 
61781 
587052 
Female 
24707 
29838 
51124 
39482 
32134 
35304 
33620 
46346 
28257 
46673 
367485 
le 
Total 
67552 
80346 
136923 
130615 
81065 
91721 
87167 
121035 
76659 
108454 
954537 
Literacy Percentage 
Male 
70.20 
69.54 
66.92 
68.73 
72.26 
72.83 
75.14 
71.57 
70.50 
79.40 
71.71 
Female 
40.96 
41.25 
41.22 
44.74 
47.79 
44.30 
45.41 
45.15 
39.90 
65.12 
45.58 
Total 
55.67 
55.41 
54.28 
57.63 
60.23 
58.36 
59.99 
58.47 
54.96 
72.54 
58.75 
Source: District Statistical Office, Ambedkamagar District 
Note : The literacy % for the year 2001 is related to the population with age 7+. 
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1.94 Occupational Structure 
Table 1.7 shows that 33.45 percent of the total population of the district is 
main workers. Out of the 677980 workers, the dominant groups consisting of 
cultivators and agricultural labours are 226586 and 80248 persons respectively. They 
represent 51.24 percent and 18.15 percent respectively to the total work force in the 
district. The share of peoples engaged in non-agricultural occupations, such as, 
household and non-household industry, construction, trade and commerce, transport 
and commimication are very low. 
The block wise study of occupational distribution of working population 
indicates a significant variation in the ratio at different levels. The percentage of main 
workers to total population varies between 30.17 (Jahangirganj) and 40.49 (Katehri) 
followed by Tanda (31.67), Bhiti (32.36), Ramnagar (32.69), Bhiyaon (35,79) and 
others. Moreover, there is a considerable variation in percentage of agricultural 
workers, at block level. They vary between 43.49 percent and 51.76 percent in 
Jalalpur and Bhiyaon blocks respectively. In the case of workers in household 
industry, it reflects a regional variation from one block to another (Table 1.8). 
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Table 1.8 Block wise Distribution of Workers in Ambedkarnagar District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Percentage of 
main workers to 
total workers 
32.36 
40.49 
36.30 
31.67 
32.82 
32.69 
30.17 
33.53 
35.79 
34.85 
Percentage of 
agricultural 
workers to total 
main workers 
50.19 
46.20 
49.77 
48.49 
46.36 
51.61 
48.13 
43.49 
51.76 
4833 
Percentage of 
workers in 
household 
industry to total 
population 
2.46 
2.37 
2.30 
3.15 
3.84 
4.29 
4.45 
4.97 
2.64 
3.27 
Source: District Statistical Office, Ambedkarnagar District 
1.10 Agriculture 
Agriculture occupies the most important place in the economy of 
Ambedkarnagar district. About 91 percent population lives in villages whose main 
occupation is agricultural farming, and they are mostly depends upon agriculture for 
their livelihood. About 226586 cultivators and 80248 agricultural labourers are 
engaged in agricultural activity. The main feature of the area is the diversified form of 
agriculture, in term of cultivation of crops. The main crops are wheat, paddy (rice), 
barley, jwar, bajra, maize, and pulses. The cash crops like sugarcane, potato, etc. are 
42 
also grown. For understanding the status of agriculture in Ambedkamagar district, it is 
essential to analyse the various categories of land use in the district. It may be helpful 
in understanding the existing status of agriculture and limitations of its development. 
Table 1.9 shows that the total reporting area of the district is 236103 hectares 
in 2001, whereas the total forest area is only 270 hectares, which is about 0.11 percent 
of the total reporting area. While net sown area occupies 167701 hectares i.e. 71.03 
percent of the total reporting area of the district. The rest of the land has been 
classified mainly as land not available for cultivation, other uncultivated land, old 
fallows, and current fallows. The category, land not available for cultivation includes 
land put to non-agricultural use and barren and uncultivable land, which account for 
16.19 percent of the total reported area. The area under this category consists of 
permanent pastures land, land under miscellaneous tree crops and grooves, and 
cultivable wasteland. They share 0.25, 1.89 and 1.85 percent of total reported area 
respectively. However, the area occupied under fallows and current fallows during 
2001 are 5976 and 10811 hectares respectively. They contributed 2.53 and 4.58 
percent of total reported area. Table 1.8 shows different categories of land use, in term 
of percentage of area, which shows regional variation from block to block. 
Cropping Pattern 
For the area under study, agriculture is the main stay of economy of the 
inhabitants. The soil of this area is very fertile and suitable for intensive cultivation. 
Diversified form of agriculture, in term of cultivation of crops, is the main feature of the 
area. The major cultivated crops of the area are rice, wheat, pulses, oilseeds, coarse 
grains, etc. The total cropped area of the district is 281811 hectares during 2001. 
43 
The study shows that wheat and rice are the dominant crops of the district. 
Wheat is cultivated in 117575 hectares of land, and account for 45.89 percent of total 
cropped area, whereas rice is cultivated in 116501 hectares, occupying 45.47 percent of 
the total cropped area. While the shares of pulses, potato, oilseeds and coarse grains (i.e. 
jowar, bajra and makka) are 5.02 percent, 1.60 percent, 1.27 percent and 0.75 percent 
respectively to the total cropped area (Table 1.10). Block wise analysis indicates a great 
regional variation of area under major crops in different blocks of the district. 
Livestock Husbandry 
In the district, the important species of livestock are cattle, buffalo, goat, sheep, 
pig. With a share of 37.74 percent, cattle accounts for the highest proportion of 
livestock. It is followed by buffalo (37.21 percent), goat (20.15 percent), pig (2.48 
percent) and sheep (2.18 percent) (Table 1.11). Block wdse analysis indicates that there 
is a regional variation in the proportion of various species of livestock in different 
blocks of the district. 
44 
I I 
u 
2 
a 
< 
a 
ti 
w 
S 
B 
o 
u 
o 
n 
H 
till 
1 
Is iiiii 
ii 
iili 
III 
III 
111 
1 
nil 
1 
Ii 
Ii 
1 
«i 
0 0 
VO 
C<1 
0 0 
< 0 
O N 
O 
CS 
- • 
0 0 
( N 
O 
CO 
0 0 
OS 
VO 
o 
CS 
v© 
0\ 
f S 
r-
oo 
'C 
• A 
u 
08 
r i 
o 
r-
oo 
O N 
t o 
o 
O N 
( S 
NO 
0 0 
CS 
O N 
NO 
t<l 
O N 
O 
O N 
o 
f — < 
1 . 
3 
u 
f i 
oo 
o 
O N 
VO 
OO 
0 0 
VO 
f S 
CM 
0 0 
o 
VO 
0 0 
O N 
O 
VO 
03 
•a 
a 
03 
• ^ 
VO 
O 
<N 
0 0 
f S 
VO 
VO 
0 0 
o 
O N 
oe 
•<1-
C O 
oo 
O 
CS 
(A 
vi 
O N 
m 
O 
oo 
1—t 
r~-
O N 
O 
rn 
O 
O N 
0 0 
m 
en 
O N 
VO 
VO 
o 
0 0 
1 . 
09 
UD 
03 
e 
6 
03 
oi 
VO 
O N 
f O 
O 
Ov 
T f 
O N 
o 
O , 
VO 
o 
o 
Ov 
fv j 
O N 
O N 
> 0 
O N 
Ov 
f — « 
08 
M 
S 
08 
JS 
03 
r-^  
VO 
O 
• < * • 
f N 
O O 
C N ) 
rs 
oo 
VO 
m 
O N 
o 
C I 
0 0 
o 
e n 
s 
"oS 
1-5 
0 0 
CO 
o, 
VO 
VO 
O N 
CS 
V O 
o 
0 0 
DO 
O N 
OS 
0 0 
CS 
B 
O 
08 
Ov 
ON S: 
< ^ N ^ 
5 d 
2 P 
1 ^ N ^ . 
o 2 
»s 
"3 
o 
H 
•6 
S3 
u 
.£3 
I 
w 
•c 
.2 
Q 
A 
e 
a 
< 
o 
•pal 
a. 
£ 
u 
o 
u 
a> 
•o 
a 
a 
at 
u 
o 
35 
^ 
J 
It 
1 
1 
1 
1 
1 
0 0 
OO 
5 
OO 
1 — < 
»—« 
o 
o 
0 0 
i - ^ 
o 
W1 
< 0 
0 \ 
C I 
0 0 
•t 
rr% 
•c 
«s 
ft 
0 0 
r-
r-
ON 
0 0 
•<;»• o 
U 
a 
a 
u 
. Q 
< 
to 
rr 
o 
VO 
»—1 
•>* 
VO 
r-
V) 
CO 
S 
H 
r f 
o 
r-
0 0 
Ov o o 
VO 
o 
•c 
on 
>r> 
f N 
o 
O 
tN 
O 
(N 
0 0 
Ov ( S 
u 
OD 
B 
s 
VO 
o 
»--
ON 
f S 
<N 
f S 
0 \ 
ON 
o 
ON 
o 
"5* 
a 
« 
« 
• -9 
t~-
I t 
0 0 
VO 
< N 
o 
VO 
• — 1 
VO 
VO 
f N 
Ov 
0 0 
S 
1 
00 
Ov 
o 
1-1 
o 
f N 
0 0 
o o 
O N 
OV 
r^  
0 0 
B O R 
IS 
OS 
2 o 
« 2 
IT) O 
2 S^  £ VO 
VO tn 
2 o 
o P 
VO r4 
00 o 
t~ Ov 
3 S 
S P 
fi ^ 
VO 1 / ; 
3 
o 
H 
VO 
e 
•a 
Q 
u 
cs 
5 
1 
s 
< 
if 
W P 
§J 
a 
J4 
o 
A 
H 
^ 
O 
a 
j a 
CO 
Ml 
o 
O 
is 
s 
n 
4> 
2 
u 
o 
n 
d 
e 
t/5 
2; — 
-^ o 
£2 o« 
00 <^ 
'.a 
1-H 
o< o 
r- i s 
o <» 
^* o 
2 •* 
ja 
-** 
r i 
lO O 
o 2 
oo «^ 
u 
a 
& 
< 
ro 
00 O 
o o 
<N o 
O VO 
00 <o 
oo o 
O VO 
a 
« 
T t 
•^ o 
00 f^ 
S o d 
^ CS 
•c 
v5 
VO O 
00 o 
'n o 
^ o 
- d 
OS 00 
^ d 
' " ^ f—1 
00 f^ 
« 
a 
6 
vd 
o o 
~ o 
<o 00 
00 C^ 
"O o 
VO «N 
•5' 
OS 
e 
A ja 
r^ 
2 8 
^2 
^1 
0\ JrT 
CTv «o 
00 O 
00 ' I ; 
r^ VO 
ro 00 
VO • In ^ 
<s G-
VO 00 
'>" 2 
s 
"3 
00 
o P 
! n 2 
t ^ o 
VO - 1 
CTv ,—1 
(N ^ 
r^ CO 
a 
o 
n 
o\ 
«s 2 
VO ^ ^ 
22 «s 
C2 s i 
•ft 5 
o 
H 
5 
1.11 Industries 
Industrially, the Ambedkamagar district is a backward district of Uttar Pradesh. 
The industrial units in the district comprise of registered mills, small scale industrial 
units and village and cottage industrial units. 
Registered mills -
There are 50 registered mills (Agro based, textile, sugarcane, paper, etc.) in the 
district and 1569 persons were employed in 2001, as shown in table 1.12. 
Small Scale Industries -
The small-scale industries are those that have total investment including land 
assets, buildings, machinery, and equipment not more than 3 crore irrespective of 
number of persons employed. During the year 2001, there are 2006 small-scale 
industrial units in the district. The number- of imits varies from block to block (160-
300). 7504 persons were employed in such small-scale industries, which are mainly, 
depend upon local available raw materials. 
Village and Cottage Industries -
Villages and Cottage industries are those, which are under the commission of 
khadi and village industries. These industries whether using mechanical or electrical 
power or not, are carried on in the house of artisans and occasionally in small karkhana 
where not more than 9 workers are employed. Cottage industries, also called household 
industries, are organized by individuals with private resources and with the help of 
members of the households. These industries use locally available resources and skills, 
e.g. carpet weaving, handloom and handicraft industry etc. There are 1325 khadi and 
village industries in the district, both in cooperative and private sectors. Total 4456 
persons has employed in such type of industries in Ambedkamagar district in 2001 
(Table 1.13). 
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Table 1.12 Block wise Distribution of Industries in Ambedkarnagar District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Registered 
Industries 
No. of 
units 
1 
19 
14 
11 
1 
-
1 
2 
1 
50 
Employed 
persons 
0 
9 
219 
1299 
8 
-
8 
17 
9 
1569 
Small scale 
Industries 
No. of 
units 
179 
197 
314 
300 
206 
182 
215 
253 
160 
2006 
Employed 
Persons 
652 
721 
1149 
1081 
753 
667 
816 
1080 
585 
7504 
Village and Cottage 
Industries (Khadi 
Industries) 
No. of 
units 
39 
211 
210 
223 
73 
109 
80 
200 
180 
1325 
Employed 
Persons 
155 
397 
859 
950 
218 
210 
139 
810 
718 
4456 
Source: District Statistical Office, Ambedkarnagar District 
Table 1.13 shows number of different types of industrial units with the agencies 
running them. 
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Table 1.13 Types and Number of Working Industrial Units in Ambedkarnagar 
District-2001 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
Industrial Units 
Khadi Industry 
Changed Rural 
Industry by Khadi 
Village Industry 
Small Scale Industry 
Units 
Total Rural and 
Small Scale Industry 
(1+2+3) 
Total Employees 
(1+2) 
Employees in Small 
Scale Industry Units 
(3) 
Employees in Rural 
and Small Scale 
Industry (1+2+3) 
Run by 
Panchayat 
0 
0 
120 
120 
0 
272 
272 
Roistered 
Cooperative 
Society 
3 
23 
213 
239 
126 
2398 
2524 
Private 
0 
1299 
12126 
13425 
4330 
18010 
22340 
Total 
3 
1322 
12459 
13784 
4456 
20680 
25136 
Source: District Statistical Office, Ambedkarnagar District 
1.12 Transportation 
Transport network play a key role in spatial development of nodes as well as 
regional development. Movement of people and goods seek the help of these media. 
Transport system is a mirror of economic development and material prosperity. 
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In fact, development, being multi-dimensional process, rest upon the resources 
of any region in general and infrastructural facilities like transport and communication 
in particular. It is the transport which helps in the movement of raw materials, fuel, 
machinery, etc. to the points of production and finished products to the points of 
marketing and consumption. The transport also helps in the better and fuller utilization 
of resources of any backward region by linking the same with the relatively more 
advanced and developed one. 
The Ambedkamagar district is served by a total road length of 1489 km. The 
distribution of road length is not uniform in different blocks of the district. It varies 
from block to block ranging between 158 km (Katehri) and 321 kn-i (Akbarpur) (Fig. -
1.11-). 
Moreover, only 305 villages (18.12 percent) out of 1675 in the district are linked 
directly with road network. The number of villages located off the road at different 
villages are 560 villages (3.58 percent), 915 villages (54.63 percent), 299 villages 
(17.85 percent), 96 villages (5.73 percent) in the range of less than 1 km, 1-3 km and 
more than 5 km respectively (Table 1.14); 
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1.13 Communication 
Table 1.15 shows the block wise distribution of different communication 
services in the district. There are 350 post offices in the district. It varies form block 
to block ranging between 32 in Baskhari and 50 in Akbarpur block. In case of public 
PCO, there is a great regional variation among different blocks of the district, which 
ranges between 4.11 percent in Bhiyaon and 20.86 percent in Tanda block. The 
situation of private telephone is near about same to that of previous one, where the 
block of Bhiyaon and Tanda shares 4.97 and 21.33 percent of the total number of 
telephones respectively. 
Table 1.15 Block wise Number of Communication Services in Ambedkarnagar 
District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of Post 
Offices 
43. 
36 
50 
37 
32 
35 
41 
39 
37 
350 
No. of 
Telegraph 
Offices 
1 
2 
3 
3 
2 
1 
2 
2 
3 
19 
PCO 
50 
55 
183 
203 
155 
68 
65 
154 
40 
973 
Telephone 
899 
750 
881 
3045 
3016 
872 
1115 
2985 
710 
14273 
Source: District Statistical Office, Ambedkarnagar District 
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1.14 Educational Centres 
The presence of large number of educational centres in any region is an 
important indicator of socio-economic development in that region. Good educational 
facilities in any region will boost the literacy rate, which will ultimately increase the 
quality and efficiency of man-power. 
Table 1.16 shows the distribution of different educational centres in different 
blocks of Ambedkarnagar district. There are 1585 junior basic school in the district, 
which varies between 8.58 percent (Bhiti) and 15.46 percent (Akbarpur), followed by 
Tanda (13.31), Jalapur (12.68), Ramnagar (10.41) etc. The total number of senior basic 
school in the district is 508, out of which 16.93 percent are occupied by Akbarpur 
whereas only 7.68 percent by Bhiti block. The total number of higher secondary school 
in the district is 182 with great regional variations among different blocks of the district. 
Akbarpur block has highest number of degree colleges in the district, 2 each in 
Akbarpur and Tanda, and 1 in Jahangirganj block. There are only 2 industrial training 
centres in the whole district, which impart industrial and technical training to the needy 
students. 
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1.15 Health Centres 
Table 1.17 shows block wise number of hospitals and dispensaries in 
Ambedkamagar district during the year 2001. Their total strength are 90, which varies 
between 15 in Akbarpur and 7 in Bhiyaon, followed by each 10 in Katehri, Tanda and 
Ramnagar; each 9 in Bhiti and Baskhari; and 8 in Jalalpur. 
The total number of beds available in hospitals and dispensaries are 619. Total 
895 doctors and paramedical persoimels are present in different health centres of the 
district. It varies between 55 (Bhiyaon) and 155 (Akbarpur). 
Table 1.17 Block wise Number of Hospital and Dispensaries, Available Beds 
and Doctors in Ambedkamagar District - 2001 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of 
hospitals and 
Dispensaries 
9 
10 
15 
10 
9 
10 
12 
8 
7 
90 
No. of 
available beds 
48 
40 
96 
80 
77 
73 
92 
82 
31 
619 
No. of doctors 
and 
paramedical 
workers 
59 
93 
155 
78 
141 
111 
85 
118 
55 
895 
Source: District Statistical Office, Ambedkamagar District 
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1.16 Drinking Water 
The sources of drinking water facilities are highly related to health condition. 
The own source of drinking water is more safe and hygienic because one can take 
care of their cleanliness. 
The block wise study of status of drinking water in Ambedkamagar district 
indicates that every village in the district has drinking water facility. The major source 
of supply for drinking water in almost every village is hand pump (Table 1.18 & 
Fig.1.12). 
Table 1.18 Block wise Drinking Water Facilities in Ambedkamagar District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of village under wate 
supply by hand pump of 
India mark 2 
175 
181 
224 
242 
121 
190 
234 
168 
140 
1675 
No. of Beneficiaries 
149681 
(8.11) 
179709 
(9.74) 
312049 
(16.91) 
226004 
(12.24) 
169501 
(9.18) 
196843 
(10.66) 
181387 
(9.83) 
256175 
(13.88) 
174434 
(9.45) 
1845783 
(91.06) 
Source: District Statistical Office, Ambedkamagar District 
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About 91.06 percent of the total population is benefited by drinking water 
facility. Out of the total number of beneficiaries (1845783), Akbarpur block share 
highest number i.e. 16.91 percent whereas Bhiti block share lowest number i.e. 8.11 
percent. The share of other blocks like Jalalpur, Tanda, Ramnagar, Jahangirganj, 
Katehri, Bhiyaon, and Baskhari are 13.88 percent, 12.24 percent, 10.66 percent, 9.83 
percent, 9.74 percent, 9.45 percent, and 9.81 percent respectively. 
1.17 Electricity 
Electricity is an important input to accelerate the process of production and 
thus leading to economic development and improvement in the qualitj' of life. It is 
one of the critical elements in raising the standard of living of a region. More regular 
and ample is the availability of energy, more even will be the path to economic 
development. The modem living whether in rural areas or in urban areas heavily 
depends on new technology, which is power-based. Similarly, the innovations in 
various economic sectors use power to a greater extent. Hence, the level of electricity 
consumption in an area is an irrefutable indicator of economic transformation. 
Table 1.19 shows the distribution of electrified villages in the district. About 
83 percent (1390 villages) of the total villages have electricity. It varies between 
Baskhari (93.39 percent) and Jahangirganj (81.20 percent), followed by Bhiti (85.86 
percent), Akbarpur (83.48 percent), Jalalpur (82.74 percent), Bhiyaon (81.73 percent), 
etc. (Fig.-1.13-). 
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Table 1.19 Block wise Distribution of Electrified Villages in Ambedkarnagar District 
-2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of Electrified 
Villages 
145 
150 
187 
197 
113 
155 
190 
139 
114 
1390 
Percentage of 
electrified villages to 
the total villages in 
each block 
85.86 
82.87 
83.48 
81.40 
93.39 
81.58 
81.20 
82.74 
81.73 
82.98 
Source: District Statistical Office, Ambedkarnagar District 
1.18 Fertilizers 
The total consumption of the fertilizer in the district is 46727 kg. The demand 
and consumption of Nitrogenous fertilizers are very high as compared to the other 
types. Out of total consumption, nitrogenous fertilizers shares 79.09 percent (36957 
kg), whereas phosphorus and potash shares 17.53 percent and 3.38 percent 
respectively (Table 1.20). 
The block wise study of fertilizers shows regional variation among different 
blocks of the district, which ranges between 8.51 percent in Bhiyaon and 14.55 
percent in Akbarpur block (Fig. -1.14-). 
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Table 1.20 Block wise Consumption of Different Types of Fertilizers in 
Ambedkarnagar District-2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Fertilizers 
Nitrogen 
(kg) 
3941 
4053 
5020 
4494 
! • • ' • ' 
4246 
3684 
3820 
4549 
3150 
,36957 
(79.09) 
Phosphorus 
(kg) 
755 
826 
1470 
1031 
682 
844 
822 
1053 
707 
8190 
(17.53) 
Potash 
(kg) 
137 
155 
315 
206 
121 
154 
160 
211 
121 
1580 
(3.38) 
Total 
(kg) 
4833 
(10.34) 
5053 
(10.81) 
6800 
(14.55) 
5726 
(12.25) 
5044 
(10.79) 
4682 
(10.02) 
4802 
(10.28) 
5809 
(12.43) 
3978 
(8.51) 
46727 
(100.00) 
Source: District Statistical Office, Ambedkamagar District 
1.19 Irrigation 
Table 1.21 shows the block wise status of irrigation facilities in the 
Ambedkamagar district. Study shows that canal and tubewells are the most important 
source of irrigation in the study area. The total length of canal presejit in the district is 
721 km. Almost all the blocks of the district have canals except Bhiti. The south-
western part of the district has very low concentration of canal irrigation (Fig.-1.15-). 
There is a regional variation among different blocks in canal irrigation. It varies 
between 181 km (25.10 percent) in Tanda and 33 km (4.58 percent) in Jahangirganj. 
Now, the scope of permanent wells as a source of irrigation is lowering down. There 
are 393 wells in the district, of which 114 wells (29.01 percent) are situated in Bhiti 
64 
block only, followed by 83 (21.22 percent), 59 (15.01 percent), 52 (13.23 percent) in 
Akbarpur, Katehri, Jalalpur block respectively. 
As stated above, tubewells are the most important source of irrigation in the 
study area. There are 121 government tubewells and 58253 private tubewells in the 
district. Of the total private tubewells in the district, 17.66 percent (10291) are present 
in Akbarpur, followed by 8545 (14.67 percent) in Jalalpur, 7022 (12.05 percent) in 
Tanda, 6589 (11.31 percent) in Ramnagar, etc. 
Table 1^1 Block wise Status of Sources of Irrigation in Ambedkarnagar 
District-2001 
S. 
no. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Canal length 
(km) 
-
102 
(14.15) 
40 
(5.55) 
181 
(25.10) 
91 
(12.62) 
112 
(15.53) 
33 
(4.58) 
59 
(8.18) 
103 
(14.09) 
721 
Permanent 
well 
(km) 
114 
(29.01) 
59 
(15.01) 
83 
(21.22) 
11 
(2.80) 
9 
(2.21) 
5 
(1.27) 
33 
(8.40) 
52 
(13.23) 
27 
(6.87) 
393 
Giovernment 
tube well 
(No.) 
16 
14 
16 
11 
13 
12 
11 
15 
13 
121 
Private 
tube well 
(No.) 
5150 
(8.84) 
6221 
(10.68) 
10291 
(17.66) 
7022 
(12.05) 
4655 
(7.99) 
6589 
(11.31) 
5342 
(9.17) 
8545 
(14.67) 
4443 
(7.63) 
58258 
Source: District Statistical Office, Ambedkarnagar District 
65 
1-
o 
i/i 
o !!i g 
- ^ ^ v 
Q. O "^  5 
^ < CO CD 
rv Q 
•O i H 
/ £ 
t X 1 1 
1.20 Agricultural Implements 
Table 1.22 shows the spatial distribution of different types of agricultural 
implements in the Ambedkamagar district. The study indicates that still the use of 
wooden ploughs are high as compared to the iron ploughs. There are total 50629 
wooden ploughs whereas iron ploughs numbered only 9086 in the district. There is a 
great block-to-block variation in the use of both types of ploughs. The use of wooden 
ploughs is highest in Akbarpur block (22.08 percent) whereas lowest in Baskhari 
block (3.88 percent). In the case of iron plough, the highest concentration is again 
recorded in Akbarpur block (21.67 percent) whereas lowest concentration is recorded 
in Tanda block (2.69 percent). 
The use of advance harrow and cultivator, advance thrasher machines, sprayer 
and sowing instruments are also very common these days. There are 16050 advance 
harrow and cultivator, 29324 advance thrasher machines, 4419 sprayers and 3819 
sowing instruments in the district. The use of advance harrow and cultivator is highest 
in Akbarpur block (22.16 percent) and lowest in Jahangirganj (7.96 percent). There is 
a great regional variation in the use of advance sowing instruments. It varies from 
1719 (45.01 percent) in Baskhari block and 18 (0.47 percent) in Tanda, 292 (7.65 
percent) in Akbarpur, 228 (5.97 percent) in Bhiti, etc. 
The study indicates that the use of tractors increased alot in the last few 
decades. Farmers and cultivators prefer tractors than other means because their use 
increases farm efficiency and save time. There are total 11773 tractors in district. Out 
of this, the share of Akbarpur block are 2763 (23.47 percent), followed by 1487 
(12.63 percent) in Jalalpur, 1482 (12.59 percent) in Tanda, 1363 (11.57 percent) in 
Bhiyaon, etc. 
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1.21 Banking Facilities 
Financial institutions like banking are one of the important components in the 
process of socio-economic development for any region. It is the banking system 
which regulates the monetary resources in the region. It includes commercial banks, 
cooperative banks, primary agricultural banks, credit societies etc. These institutions 
promote saving on one side and invest in the other. These institutions are some time 
also called as "facilitators". It provides loans to the traders, farmers, business units, 
and small and cottage industries owner for a short period of time, so they can fulfill 
their inmiediate needs. 
Table -1.23 Block wise Village Banking Facilities in Ambedkarnagar District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of Banks 
Cooperative 
Banks 
7 
10 
6 
4 
5 
9 
6 
7 
4 
58 
CommerciaiyRural 
Banks 
18 
17 
18 
12 
14 
29 
10 
11 
9 
138 
Primary 
Agricultural 
Banks 
7 
10 
15 
13 
13 
18 
10 
15 
8 
109 
Total 
32 
(10.49) 
37 
(12.13) 
39 
(12.79) 
29 
(9.51) 
32 
(10.49) 
56 
(1S36) 
26 
(8.52) 
33 
(10.82) 
21 
(6.89) 
305 
(100.00) 
Source: District Statistical Office, Ambedkarnagar District 
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Table 1.23 shows the block wise village banking facilities in the district. In 
total, there are 305 banks in the district, out of which 58 are cooperative banks, 138 
are commercial/rural banks whereas 109 are primary agricultural banks. Through 
these banks, the farmers and cultivators get loans and other economic support and in 
turn, they deposit their earnings and profits for getting further interest. 
The block wise study shows that the block of Ramnagar have highest number 
of banks i.e. 56 (18.36 percent) in the district, whereas Bhiyaon block have 21 (6.89 
percent) (Fig -1.16-). The number of banks in other blocks is - Akbarpur (39), Katehri 
(33), Bhiti and Baskhari (32 each), Tanda (29) and Jahangirganj (26). 
1.22 Purchasing and Selling Centres 
In rural areas, cooperative purchasing and selling centres act as a linkage 
between small farmers and big traders to sell their produces. There they get suitable 
prices for their produce. These centres act as incentives for farmers to produce crops. 
They ensure selling of produce even for those who can't go to big selling centres. 
Table 1.24 shows the distribution of selling and purchasing centres in different 
blocks of the Ambedkamagar district. The study indicates that there are 109 
cooperative sale and purchase centres in the district. Fig 1.17 shows that there is a 
great regional variation among different blocks as far as such sale and purchase centre 
is concern. It varies between 5 (4.-59 percent) in Bhiti and 26 (23.85 percent) in 
Ramnagar, followed by 23 (21.10 percent) in Jalalpur, 10 each (9.17 percent) in 
Katehri, Akbarpur and Baskhari, respectively. 
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Table 1.24 Block wise Distribution of Selling and Purchasing Centres in 
Ambedkarnagar District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri ' 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Cooperative Sale and Purchasing 
Societies 
5 
(4.59) 
10 
(9.17) 
10 
(9.17) 
9 
(8.26) 
10 
(9.17) 
26 
(23.85) 
7 
(6.42) 
23 
(21.10) 
9 
(8.26) 
109 
(100.00) 
Source: District Statistical Office, Ambedkarnagar District 
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2.1 Review of Work Done in Marketing Geography Abroad 
Marketing geography, a branch of economic geography, a specialized study of 
market-places and marketing. A need in economic geography for marketing 
geography was evident, not only to strengthen other aspects of economic geography, 
but also to help the geographer in the marketing field significantly to solutions of 
problems in the actual business of marketing. 
Though economic geographers have bestowed considerable attention on the 
study of resources and factors of production until recently, they had neglected study 
of the associated market-places and marketing. Man's economic activity covers a 
broad spectrum and can be described in a generalized form, while its associated 
phenomena like agriculture, industry, transportation and marketing require special 
attention and techniques of study not only to understand their present status but also 
for development and planning. Some sporadic discussion and surveys, no doubt, has 
been made on marketing activities, both in rural and urban centres in the world. But 
these studies were considered as a part of either urban geography, industrial 
geography or agricultural geography. 
However, the fifth decade of the twentieth century witnessed the introduction 
of new discipline of marketing geography. William Applebaum laid the foundation of 
this discipline by defining well the field and scope of marketing geography. He stated 
that marketing geography of market with the channels of distribution through which 
goods moves from producers to consimiers. During the 1960's and 70's marketing 
geography became very popular in western world especially for planning the location 
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of different commercial firms in U.S.A. and Britain. But most of the studies were 
concerned with the wholesaling and retailing in the urban centres. 
Various aspects of marketing geography and periodic markets have been 
studied by different geographers in different phases of time. The practical importance 
of marketing geography in its initial stage has been pointed out by geographers like 
Berry, Bohannan, Bromley, Hodder, Goods, Mintz, Skinner, Smith, Symanski, etc. 
The market centres were considered as functions of centrality which provide various 
types of function and services to their tributary areas. With the introduction of Central 
Place Theory of Christallar (1933) and Losch (1954), the study of service centres 
including wholesaling and trading became very common. 
Geographical study of periodic markets had been done with reference to 
Africa, Latin America and Asian countries. B. W. Hodder (1965) highlighted the 
distance factor in determining the demand of goods in the market centres. The limit of 
market area is the maximum range of threshold value of goods distributed from 
market centres. He concluded that the goods distributed in all the markets but high 
order goods dealing markets also started in this decade. 
Many studies on the cognitive and behavioural approach to market were also 
undertaken by Ambrose (1968), Gamier (1970) and Mulvihill (1976). The 
geographical importances of market are emphasized aflter the publication of Berry's 
Market Centres and Retail Distribution (1967). A substantial part of this book is 
devoted to the markets in peasant societies particularly considering market location 
and their periodicity. 
Skinner (1965) identified three-tier system of exchange, which was 
temporarily interlocking. He recognised rural markets as the smallest unit associated 
with intermediate and central markets at national level for exchange system. A.M. 
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Hay (1977), Smith (1972), Eighmy (1972), Symnaski (1974) and Thorpe (1974) 
analysed the periodic markets locations and frequencies in different study regions of 
the world. Hay observed the location of periodic markets with reference to economic 
factors while Smith, Symnaski and Eighmy viewed spatio-temporal relationship of 
periodic markets. R.J. Bromely (1971, 1974, 1979) presented literature on marketing 
geography in the form of review and bibliographies during 1970's. With the 
establishment of the International Geographical Union (IGU) and a working group on 
market distribution system/market place exchange system (1972-73), the study of 
marketing activities in geography had been accelerated, not in developed countries but 
also in developing countries like India. 
Apart from these, Cleef (1937) wrote a book 'Trade Centres and Trade 
Routes' on marketing geography. Scott (1970), Davies (1976) and Delobez (1979) 
have analysed the various facets of markets including periodic/rural marketing. Strine 
(1962) has described the origin of periodic markets as an economic phenomenon. 
Belshaw (1965) have given a good account of the change in marketing system from 
traditional exchange of modem markets in various parts of the world. The relationship 
between temporal and locational spacing was discussed first by Hodder and Ukwu 
(1969) and fiirther elaborated by Fagerlund and Smith (1970) and Wood (1978), etc. 
They have examined a hypothesis that "proximity in space implies separation in time" 
and both direct and inverse relationship has been found in the various regions of the 
developing world. This relationship has been examined in terms of trader and 
consumer hypothesis developed and discussed by Gana (1976), Ishihara (1978), 
Thorpe (1978), Filani and Richards (1976), etc. Alao (1968) developed the concept of 
market shift in order to explain the system in which the market meetings move from 
one market to another. The pace of development had been very rapid in the eighties of 
A ^ ^ ) 
\ ^ ^ / •5^;. 
last century. The study group was transformed into group of commercial activities in 
France IGU summit in 1988. Afterwards this group was entered into IGU commission 
on commercial activities in 1988 and now a new study group has been formed as 
study group on globalization of retailing replacing the commission on commercial 
activities, in Hague meeting during 1996. Thus, the field and scope of marketing 
geography has widened to a very considerable extent. 
2.2 Review of Work Done in Marketing Geography in India 
The early phase of geo-economic study of marketing and market-place starts 
in thirties of the twentieth century in the form of stray articles appearing in the various 
Indian journals on market fairs, periodic markets and market centres. This phase 
continues till 1960 with new themes of study such as agricultural marketing, market-
place trade etc. All these studies have given a base for fiorther research in this field. 
After 1970, several studies have conducted by geographers at Udaipur, Madras, 
Madurai, Mysore, Gorakhpur, Nagpur, Allahabad, Jalalpur, Kanpur and B.H.U. on 
related to marketing in their regional setting. Infact, this was the real beginning of the 
geography of commercial activities in India. The NCAER (National Council of 
Applied Economic Research) has also helped in promoting the study of market 
centres with a view that market towns could accelerate the process of spatial 
development of India. 
The third decade of the twentieth century v^tnessed the beginning period of 
periodic marketing geography when some remarkable studies about the markets for 
Malabar products, the fairs and trade centers of Madurai and Ramnad districts 
(Krishan, 1932) made their appearance. During the forties, Krishan, Ponnaiah and 
Deshpande centred their studies on Tinnevelly, and Bombay- Kamataka areas. While 
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the general rural marketing was discussed by Krishnan (1940) and Deshpande (1941). 
Pannaiah (1940) based his study on an important commercial agricultural procedure 
of South India. Marketing geography made a modest progress in India in fifties. The 
study of weekly markets in the rural societies by Sinha (1951), Patanaik (1953) and 
Tamaskar (1955), while Mukherjee (1957) centred his study on the bi-weekly 
marketing activities at Modinagar, are the remarkable studies that were made in the 
field during this period. 
Marketing geography made remarkable progress in India from sixties to 
eighties. Notable contribution were made during this period includes - Singh (1962), 
Tamaskar (1966), Agarwal (1968), S.P. Mukherjee (1968). The research work came 
to limelights which were centred on the periodic marketing activities, especially in the 
tribal areas of Madhya Pradesh, Bihar and Orrisa. Dixit (1980) analysed the 
geographic^ perspective of marketing with social emphasis on periodic marketing. 
Vasudeo (1980), Verma (1980), and Wanmali (1980) laid great emphasis on the role 
of periodic markets in integrated area and rural development. 
It is an admitted fact that markets are the centres of the multifunctional 
activities like commercial, political and social etc. They play a great role in economic 
development and social integration of rural society. Hierarchy, trade area, and 
planning perspective have attracted quit a good number of marketing geographers. 
Planning perspective and related aspects has been over looked by the research 
scholars, whereas synchronization of market centres has attracted the attention of the 
researchers. The last decade of 20 century recorded the development of a broad base 
of marketing geography. The thrust of research was diversified. Socio-economic 
attributes was also included in the context of the study of markets. 
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Many national and international conferences were held especially on 
commercial activities in India under the auspices of IGU commission on commercial 
activities. 'Spatial behaviour of consumers and traders in periodic markets in North 
Indian States' (Amani, K.Z. and Khan N., 1993) and 'Dimensions of market area of 
periodic centers' (Trivedi, V., 1993) were valuable contributions in the field of 
Marketing geography. D.D. Mundra (1995) emphasized the need of marketing 
research in rural areas for various problems, challenges and strategies as 
transportation, communication, market channel and management. Khan, N. and Ali, 
A. (1998) has studied about rural transfonnation and rural markets. Razia Sultana 
(1999) studied geographical analysis of rural markets and need and demand of the 
people of region concerned. Dixit, R.S. (2001) realized the theoretical patterns of 
agricultural markets over the space of Uttar Pradesh. Singh, P.K. (2001) studied the 
spatial organization of periodic market centres of Uimao district of Uttar Pradesh. The 
book entitled 'Marketing geography' (Saxena, H.M., 2004) is the reflection of multi-
facets of marketing geography. Powar, C.T. and Lokhande, T.N. (2004) assessed the 
spatial distribution of market centres and their role in regional development in 
Kolhapur of Maharastra. One of the most recent works in marketing field was done by 
Ali, M. (2008) on the role of periodic markets in transaction of agricultural 
commodities. 
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Meaning and Conceptual Framework of Periodic Markets 
Periodic markets are the characteristic feature of the present-day developing 
world. These markets are held periodically on some specific day or days of the week 
or month at some fixed sites (Saxena, H.M., 2004). Annual and bi-annual market 
centres are also included in such categories. 
These market centers, act not only merely as centres for exchange of goods 
and services but they also act as point of diffusion of innovations and different type of 
ideas. Periodic market centres are of great socio-economic significance for the rural 
societies. Periodic markets are links of a chain of trade, both national and 
international, to connect the producers and consumers at the end of the market 
channels of agri-business. Periodic markets are known by different names like Suq in 
France, Haat in Bengal, Bazar in Eastern Uttair Pradesh, Paith in Westem Uttar 
Pradesh and so on. 
3.1 Meaning and Definition of the Markets 
The word 'market'' is a derivate of the Latin word 'mercatus' meaning thereby 
a place where business transactions are conducted or where the process of exchange is 
actually completed through a large number of person to person simultaneous 
transactions. The word market has a wide connotation. It may vary from small retail 
shop in villages to big super market, departmental store in metropolitan town as well 
as whole nation and the world. These markets are sites with social, economic, cultural 
and other reference marks, where there are a number of buyers and sellers, and where 
the prices are offered and paid for various goods and services. The elements of a 
86 
market are buyers, sellers, merchandise, and a fixed place and time of exchange 
(Singh, P.K., 2001). 
Market centres are the collecting and distributing point of the products in an 
area. In the socio-economic functions available in the rural areas, it plays a central 
role in the process of development, both functionally and economically. 
Periodic market centres is a human settlement consisting of a particular spot of 
land, the 'periodic market place'. Sometimes, a periodic market is away from the 
human settlement, but it is observed that a human settlement develops there with the 
passage of time. 'Periodic market area' or the trade or service or influence area of a 
particular periodic market is the sphere of its influence. In this way, we find that the 
periodic market has related with production, distribution or organisation, exchange 
and consumption. 
Definition of the Markets: 
According to Hodder (1965), it is authorized public gathering of buyers and 
sellers of commodities at an appointed place at regular interval. 
Berry (1967) defined the market centres as the places to which consumers 
travel to complete the process of exchange. 
According to Longman Dictionary of Contemporary English, a market is an 
open place where people meet to buy and sell goods on certain days, especially food 
or sometimes animals (Longman Dictionary, 1978). 
J. Coulson and C. T. Corr define the market as a gathering of people for 
purchase and sale of provision, livestock, agricultural and non-agricultural 
commodities (Coulson and Corr, 1962). 
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According to S. Tax (1953), a market place is based upon the large number of 
simultaneous person to person transactions. Ideally, it is atomic, open, free and 
rational and therefore corresponds to the economists' perfect market. 
According to E.F. Bazman, the word market is used either for a fixed place to 
which purchasers and retail merchants resort for the purpose of buying and selling the 
commodities, or a meeting of people together for commercial transaction such as sale 
of provision, livestock etc. at fixed time and place (Bazman, 1959). 
Markets are very significant phenomena in the economy and life of a region as 
it is a focus of various human activities. It is indeed, a regional capital of the lower 
order whose service area is a well-knit human region (UUman, 1960). Smailes (1964) 
has emphasized that markets in the towns of the developing countries play the role, 
rather than shops and shopping centres, as media in the social and economic life of the 
people. Hodder (1965) remarks that markets are the most important elements of the 
social and economic landscape. He urges that the study of markets is essential for the 
real understanding of life of the commvmities. 
Afolabi (1972) has stressed that market square is the hub of the commercial 
activities as well as of towns' social, religious and political engagements and all the 
paths and roads converge on the market to bring the people to them for solutions of 
their all sorts of needs. Webber and Symanski (1973) observe that periodic market 
helps the people not just for exchange of goods, rather it is closely related to the needs 
of the society. Emphasizing the rationale of periodic markets, Bromley, Symanski and 
Good (1975) have remarked that periodic market gatherings are related to the length 
of socio-cultural concepts of time, to the length of the accepted week or month, and to 
the existence of days set aside for rest, religious ceremonies, public gatherings, and 
festivities. 
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India is a land of villages. That is why the economic organization of the 
society depends fundamentally on the pattern of market centres and periodic fairs 
(Kulkami, 1962). Indian market centres mostly exhibit a picture of rural life as they 
provide primarily a base for collection and subsequent distribution of various 
agricultural products of the surrounding area. It is actually this characteristic of 
market centre that links it with the countryside and as such the bulk of the market 
centres of India have a strong rural bias. Market centres are the significant dynamic 
elements which are inherent the expressions of the cultural and economic structure of 
the region (Saxena, 1974). 
These periodic markets are known as Painth in western Uttar Pradesh, Haat or 
Bazaar in central Uttar Pradesh and particularly periodic markets of livestock with 
other agricultural commodities are called Nakhasa. While in eastern Uttar Pradesh, 
these markets are known as Bazaar (Ali, M., 2008). 
At times, 'periodic markets' is interchangeably used for 'periodic market 
place', 'periodic market centre', and even 'periodic market area' too. According to 
Hodder (1961), a market place is an authorized public concourse of buyers and sellers 
of commodities meeting at a place more or less strictly limited or defined at an 
appointed time. Its fiinctions include economic and non-economic ones. However, in 
every case it is a spatial unit. The genesis, site and situation, shape, areas expanse or 
spatial extent, structure, morphology, influence area etc. in the individual context of 
periodic markets on the one hand and the perspectives of distribution, typology, 
hierarchy, system, design etc. in the regional context of periodic market centres on the 
other. 
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3.2 Significance and Scope of Periodic Markets 
Periodic markets play an important role in socio-economic life of rural people 
because of the fact that they are the centres of collection and distribution of rural 
produce. They are not only a place of transaction of goods and communication but 
also provide an opportunity for the people to meet and discuss the matter of mutual 
interest, particularly social, political and economic condition prevailing in the area. 
In developing countries, like India, periodic markets are the mainstay of the 
peasant societies because the most prominent feature of internal trade networks is the 
existence of market nodal points to and from which flows of commodities are 
directed. In the rural economy areas, periodic markets play an important role in 
exchanging the local produce through certain norms where systems of rural markets 
serve as nodal points for the collection and distribution of a large range of goods and 
services, of both local and external origin (Good, CM., 1970). 
Periodic market has been considered the most important trading institution, 
which is, "an authorized public gathering of buyers and sellers of commodities 
meeting at an appointed place at regular interval (Hodder, B.W., 1965). Periodic 
market is the focal point of economic life in peasant societies especially in developing 
countries like India. According to Yang (1944), market is as much a part of the social 
and economic routine of the peasant as is their farming. Periodic market is an 
important event in the life of peasant societies in developing countries where people 
from different socio-economic status attend the market according to their need. 
The periodic market is a public place where the exchange system between 
sellers and buyers is established. The periodic markets avoid the direct competition 
with neighbouring markets and provide better opportunities for sellers and consumers 
who visit all markets in a market week. They fiinction in circuit or ring system. 
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Periodic markets are mainly collection points for agricultural surplus and products of 
cottage industries. These markets provide a basis for diversification of both 
agricultural and cottage industry. It is because; the people through these markets are 
able to know the demand and supply of products. Some periodic markets encourage 
the hinterland for an all-round development in socio-economic and cultural field. 
In Indian society where bulk of population is peasant, periodic markets have 
significant role, as "they link exchange systems in such a way as to stimulate 
economic dependence on inter- and intra-regional trading. Thus, in turn, shift the 
socio-economic basis of the commimity towards constantly expanding production and 
growth" (Scott, E.P., 1972). These markets are the foci of multi-functional activities 
such as social, religious, economic and political, and hence, explicit a complete clear 
picture of rural life of surrounding area. They link exchange system in such a way as 
to reduce the economic dependence on the urban centres but in turn shift the socio-
economic bases of community towards expansion of production and growth. 
The perception of the importance of a periodic market varies from one class of 
participation to another. This is because of the difference of involvement in the act of 
periodic marketing by different kinds of participants. 
The geographical location involves site and situation of periodic markets 
which set them to attract relatively more traders for markets transaction, consequently 
attracting more consumers. It is a common practice that periodic markets are held 
along roadside-crossing, ponds, temples, schools or other public places and also at 
central places where permanent shopping structures of different nature are found. All 
such mentioned places are used for public meeting and practically they have attracting 
capacity for common people gathering. The permanent central places also observe 
periodic marketing and the situation of such central places becomes source of 
91 
attraction for multi-purpose trips. Such places discharge services of both trade and 
non-trade spheres and as the size of central places happens to be larger, the craze for 
the attractiveness widens. These places play the role of not only commercial 
transactions but also of social spheres and, therefore, their size determines the 
magnitude of importance. A limited number of people attend the periodic markets for 
social congregation also and, hence, these centres has attached with social relevance 
besides their commercial importance (Thakur, R.N., 1997). 
3.3 Origin and Development of Periodic Markets 
The roots of development of any phenomena are always buried in its history, 
which unfolds the vistas of origin, growth and related temporal developments (Dixit, 
1984). The history of human civilization reveals the fact that man relied very heavily 
upon nature for all his wants. With the advent of human civilization, man began to be 
free from the crutches of nature. To begin with, human needs were very limited and 
man was contented with, whatever he had. As days advanced, human wants increased 
and this paved the way for exchange of goods and services between different societies 
(Mulimani, 2006). In the beginning, the mutual exchange of goods and services was 
limited within the periphery of human establishments only but with the development 
in transportation facilities, various settlements came in contact with each other and the 
scope for exchange of goods and services further extended. It opened avenues for 
further specialization too. The political stability also encouraged such activities. These 
circumstances led to further occupational specialization, which later on gave birth to 
periodic markets (Dixit, 1984). 
The most important aspect of the development of market place trade was the 
beginning of periodic markets. These periodic markets have been developed all over 
the world to fulfill the limited wants of the people and also the dispose off the limited 
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surplus available for sale often satisfying their own need. Periodic markets have 
emerged out of the need of producers to fulfill the demand of consumers in a society 
where permanent markets are absent or the geo-economic conditions of that region are 
such that daily marketing is not possible. In the process of the origin of periodic 
markets, historical-cultural factors play a vital role. 
Initially, the traditional society with low transport development and low 
movement facilities restricted the movement of people, both consumers and 
producers. Such a situation led them to initiate and indulge in local and internal trade. 
Because of the demand of consumer goods and having no alternate for consumer good 
procedure, the periodic markets emerged as the most important trading institution. 
These are two views regarding the origin and development of periodic market 
centres. According to the first view, which represents the orthodox school, the 
periodic markets came into being as a result of local trades or exchange which has 
been emerged fi-om svirplus of commodities and division of labour in peasant societies 
(Cannon, 1937). 
The second view is concerned with alternate school. This school considered 
the genesis of periodic markets as a result of long distance trade or interval exchange. 
Polanyi (1946) thought that trade with its associated market phenomena can never 
arise within a community, as it is an external affair involving different communities 
(Polanyi, 1946). 
Different scholars like Hodder (1965), Jackson (1971), Adams (1966) and 
Vansia (1954) have presented their views regarding the origin and evolution of 
markets centres. Two main theories, namely, the indigenous and the exogenous 
concept emerge from the research to date. The indigenous concept postulate that 
periodic markets developed as a result of internal demand for exchange of goods and 
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services among local communities. The exogenous concept credits external stimuli, 
such as the incursion into a local area of long distance traders, for the start of periodic 
markets (Khan & Ali, 1998). Thus, the theories state that the true succession of the 
development of the market centres is: (i) the development of trade routes, (ii) 
establishment of markets on these routes, (iii) with the development of road network, 
local markets develops around the old 'parent' market (Dixit, 1985). 
3.4 Classification of Market Centres 
One of the most important concepts in the study of market centres is the 
concept of topology i.e. to arrange the market centres in different groups on the basis 
of their characteristics. As remarked by the Smith (1975), classification and 
understanding are closely intertwined; some understanding of properties and 
relationships within a set of phenomena is needed before. Classification can be 
attempted, and classification should itself advance such understanding. 
Market centres or trade centres are dynamic elements, expressive of the 
world's cultural and economic structure. They are an index of the level of a nation's 
civilization. As such, trade centres may be viewed as organisms of society, rooted in 
the earth, reflecting different moods, varying in intensity of activity and reacting 
sensitivity to both internal and external influences (Cleef, 1937). Basically, a market 
centre is a place where buyers and sellers meet daily or periodically for transacting 
business under certain traditions and/or regulations. As dynamic elements of a cultural 
environment, the market centres are also in a state of change whether growing, 
developing, maturing or even declining. Geographically, market centres are the 
physical extent of territory, which may vary fi-om a petty village to a metropolitan city 
(Saxena, 2004). 
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The classification of market centres is an important aspect of marketing 
geography. It makes easy to understeind the nature of exchange system, nature of 
commodities transacted, and the nature of consumers and traders' travel movement in 
the existing markets. 
Many scholars have classified the market centres, but their efforts were 
generally related to the typology of permanent markets. Moreover, the periodic 
markets, in contrast to permanent markets, have some peculiarities. They are not 
influenced by size of population resides in them. Their size and dimension depend 
upon number of attendance and commodities sold. 
Numerous scholars in India as well as abroad have classified the market 
centres based on size of population engaged in trade and commerce, location or nature 
of settlement, trade area, commodit)' attendance and exchange orientation. One such 
effort was made by Nizamuddin Khan (1991), who has classified the periodic markets 
on the basis of (i) location (ii) size of attendance (iii) trade area, and (iv) commodity 
transacted in the markets. 
H.M. Saxena (2004) in his book "Marketing Geography" described the 
different classifications of market centres. They are: 
(a) Classification Based on Periodicity 
Periodicity is one of the essential elements of market centres and classification 
based on periodicity can be considered as primary or basic for the geographical study 
of market centres. 
There are two types of market centres, viz., 
(i) regular or daily or permanent market centres, and 
(ii) periodic or temporary market centres. 
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The regular or daily markets are those in which the marketing or buying and 
selling activity is a regular feature. They have urban as well as rural characteristics, so 
they are called urban daily and rural daily markets. 
Periodic markets are a temporary feature, held either on a specific day or days 
of the week, fortnight or a month or once, twice or thrice in a year. 
(b) Classification Based on Census Status 
According to census classification, settlements are classified into two known 
categories, i.e. urbein and rural. Thus, market centres can be divided into two 
categories, viz. urban market centres or market towns and rural market centres or 
village markets. 
(c) Classification Based on Hierarchy 
The hierarchy of market centers to follow identification of market centers in a 
region. Hierarchy can be determined on the basic of several variables. Some basic 
variables for determination of hierarchy are the number of retail shop, threshold 
population, arrival of commodities, size of trade areas, etc. Berry (1967) has identified 
several levels of market hierarchy, i.e., hamlet, village, town, small city, regional 
metropolis and national metropolis. 
(d) Classification Based on Location 
Cleef (1937) work on trade centres, has classified the following categories 
according to their location: 
(i) Junction of routes. 
(ii) Head of navigation: (a) along rivers, (b) coasts. 
(iii) Change in direction of traffic routes: (a) river bends, (b) water bodies, 
highlands or other natwal features impending transportation. 
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(iv) Change in mode of transportation, 
(v) Arbitrary or accidental. 
(e) Classification Based on Function in the Distribution Chain 
Hodder (1965) has described the following categories of market centres 
according to their function in the distribution chain: 
(i) The feeder markets, which handle small amounts of trade. 
(ii) The bulking centres, which receive goals from feeder markets and also 
directly from the producers, thus dealing in a large volume of goods. 
(iii) The major markets are those in which large scale trading activities are 
carried out by several trade agencies. 
(iv) The large trade centres, which are larger than major markets, although 
having similar characteristics. 
The above mentioned classifications of market centres are based on their 
primary functions on their status, hi fact, types of market based on periodicity, nature, 
size, junction, hierarchy, etc. are interrelated with each other. 
Srivastava (2007) in his book "Marketing System in a Backward Economy" 
has classified the market centres from many angles. They are: 
(a) Classification based on Locality Characteristics 
Market cenfres can be classified on the basis of their locality characteristics as 
rural and urban. This type of classification gives an idea about the pull power of a 
market centre and the nature of its. trade area. If a market centre enjoys an urban 
status, its attractive power tends to be greater and it serves a large number of people, 
both urban and rural for a large number of goods and services. On the other hand, if a 
market centre is located at a village, its pull power becomes smaller, unless another 
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factor operates, and it serves, by and large, a limited rural population, for a limited 
number of goods and services. 
(b) Classification based on Population Size 
Classification can also be made on the basis of population size of rural 
markets, i.e., average population per raral market. Markets are grouped into different 
size classes. 
(c) Classification based on Persons Engaged in Tertiary Activities 
The number of persons engaged in tertiary activities in rural markets is also an 
important basis for classification. 
(d) Classification based on Estimated Attendance during Peak Marketing Hours 
The importance of a market centres can also be judged by the number of the 
people who gather at it. The congregation, therefore, becomes an important indicator 
of the type of a market centre. Since it was very difficult to find out the exact number 
of the people who gather at each market, the number was estimated during the peak 
marketing hours (on the market days in the case of periodic markets). 
(e) (^ Classification based on Major Commodities 
Commodities serve an important basis for the typology of market centres. It is 
an essential element of markets. The size and status of a market depends upon the 
number, volume, nature and specialization of commodities. 
(f) Classification based on Function and Exchange Orientation 
The type of function - retail or wholesale is a very important aspect in the 
study of markets. As remarked by Scott (1972) any classification scheme must 
include market orientation, function and periodicity. Hodder (1965) has classified 
market centres according to their fimction in the distribution chain as: the feeder 
markets, the bulking centres, the major markets and the large trade centres. 
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(g) Classification based on Number of Shops 
Number of shops is also an important variable for the classification of the 
market centres as it reflects their functional magnitude. In rural areas, all the shops in 
a market are not permanent, particularly in periodic markets. At any one market, there 
are generally, three kinds of shops - temporary, permeinent and itinerant; and all these 
have critical importance for the classification of market centres. 
(h) Classification based on Periodicity 
Periodicity is a feature of markets,- particularly in rural India. Most of the rural 
markets meet on the specific day or days of the week. There are only few markets 
which transact the business on each day of the week. The daily marketing is a regular 
feature at urban markets. 
(i) Classification based on Length of Marketing Hours 
The length of marketing hours is another important variable for the 
classification of market centres. Length of marketing hours denotes the duration when 
marketing activity in a market (in the case of periodic markets on a market day) takes 
place, 
(j) Classification based on Road Accessibility 
Accessibility by road is another important variable for the classification of 
market centres. The accessibility is the measure of the ease with which a specific 
location can be reached from a given point. In the present case, it is measured with 
reference to physical distance from metalled roads. 
(k) Classification based on Estimated Areal Coverage of Market Meeting Place 
or Site 
The total area covered by a market meeting place or site is another important 
variable for the classification of market centres. Since the actual data about the areal 
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coverage of market meeting place site were not available, it was estimated during the 
field survey. 
3.5 Spatio -Temporal Study of Periodic Markets 
One of the important aspects of the periodic markets is their relative positions 
in time and space. The factor of location has seen as one in which geographical 
influences stand out most prominently (Saxena, 1975). The locational factors not only 
influences the grov^h of market centres but also act and react on the various 
processes and stages of development (Hugar, 2000). Geographers are mainly 
concerned with the spatial distribution of geographical phenomena. In case of market 
centres, their origin, development, and spatial distribution are the results of combined 
effects of various factors. The distribution of market centres is influenced by physio-
cultural, historical and many other unique qualities prevailing in the region (Lokhande 
&Pawar, 1999). 
Periodic markets meet af specified locations on specified days. The periodicity 
of the market can range fi'om several times a week, to once a month, or meet at even 
longer intervals. Periodicity allows small producers, who can devote only a portion of 
their time to selling, to sell directly to consumers, without an intermediary. Periodic 
markets are mostly attended by peasants, who live within their hinterlands. These 
markets often originate hundreds of years in the past, evolving spontaneously to 
integrate the local area into a much larger supply region. The integration is 
accomplished by facilitating exchange between local residents and many small-scale 
vendors. While the primary fiinction of these markets is to deliver consumer goods to 
the local population, they can also perform the ftinction of gathering up local 
surpluses for sale elsewhere (Eff & Jensen, 2007). 
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The arrangement of these markets are such that they may be well integrated or 
knitted in time and space, taking into consideration of convenience of consumers and 
sellers/traders who attend the respective market from the surrounding area. Such 
arrangement of periodic markets is described as spatio-temporal synchronization of 
the market so far as the study of spatio-temporal organization of periodic markets is 
concerned; there is not any comprehensive theory to deal with aforesaid elements 
(WanmaU, 1981). 
The distribution or spatial pattern of the market centres in an areal unit can be 
considered as an index of the marketing activity. In fact, the existence of markets 
centres in a particular region is a resuh of geo-economic factors. Their nature of 
distribution is the result of how these factors act and react in shaping the pattern of 
distribution. The study of the spatio-temporal pattern of markets centres is an 
important aspect of the geographical study of market centres. Different scholars like 
Stine (1962), Smith (1971) and Hodder (1965) have studied the spatio-temporal 
arrangements of periodic markets in different geographical settings. 
3.6 Hierarchy of Periodic Markets 
The hierarchial pattern of market centres is a universal phenomenon. 
Although, each market has its individual "status, at the same time it is also ah integral 
part of a regional system which has it's functional and spatial interrelationship with 
other markets. Thus, it involves the study of the hierarchy pattern, which is very 
common in geographical study and widely used for determining the categories. 
Hierarchy is the system in which markets or service centre of different size 
and dimension are linked in such an order that a higher centre serves the tributary area 
of different successive lower order centres. The concept of hierarchy is more or less, 
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derived from the classical work of Christraller's Central Place Theory (1933). A 
central place is supposed to have a geographical space and population in common 
with capacity to provide goods and services to an area and population larger than 
itself. Thus, the periodic markets can also be considered as a central place because it 
provides goods and services to local population larger than itself The basic factor, 
which differentiates Christraller's central place from the periodic market, is that the 
former is permanent both in time and space while the latter is permanent in space but 
non-permanent in time. 
A study of the hierarchial pattern is essential in order to understand the -
(i) Spatial interdependence of the centres. 
(ii) Functional wholeness of the system. 
(iii) Discrete stratification of centres. 
(iv) For interstitial placement of orders. 
Another advantage of the hierarchy is that it will provide a base for regional 
development and plarming. 
In a geographic study of the periodic market centres, it is worthwhile to study 
the distinctive perspectives of spatial organization of nodes/points include the orders 
in which they occur within the study area. Although, each periodic market has its 
individual status, at the same time it is also an integral part of a regional system, 
which has its functional and spatial interrelationship with other periodic market 
centres. This brings us to the question of gradation and grouping into tiers of size 
classes, which in other words is termed as the study of hierarchy. 
Skirmer (1964) recognized five tier hierarchies of markets of exchange of local 
and urban goods. Berry (1967) and Garrison defined the threshold as minimum 
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number of demand required to support a central function. The interpretation of 
threshold enables them to avoid Christraller's uniform distribution of consumer and 
hexagonal shape of market area. They argue that there is a hierarchial order of goods 
based on size of population, which explains the hierarchial order of central places. 
They have identified seven levels of hierarchy, viz., hamlet, village, large village, 
small town, regional centre, regional metropolis, and national metropolis, based on 
different variables and their correlation. 
Smith's assumption that all market places are of equal importance, and all 
have one market day per market interval, and that the consumers do not visit more 
than one market per market interval, and all the traders will follow the same 
circumferential route have been criticized by Mckin (1972), Carol and Smith (1974). 
In India, some scholars such as Srivastava (1976), Janna (1978)^ Sudhir 
Warmiali et. al. (1971) have identified the hierarchy of service centres. Nizamuddin 
Khan (1991) identified the hierarchy of periodic markets taking into account of 
central intensity computed on the basis of weightage given to all kinds of function and 
facilities of concerned periodic markets. 
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4.1 Distribution of Periodic Markets 
The distribution or spatial pattern of the market centres in an areal unit can be 
considered as an index of the marketing activity. In fact, the existence of markets 
centres in a particular region is a result of geo-economic factors. Their nature of 
distribution is the result of how these factors act and react in shaping the pattern of 
distribution. The study of the spatial pattern of markets centres is an important aspect 
of the geographical study of market centres. 
The distributional aspect; of periodic markets involves the locational pattern of 
market centres in term of space and time. As they are central places or growth poles, it 
is very important to study the market distribution and their relation with different 
aspects of landscape like served area, population structure, net sown area etc. The 
integration of location of rural markets especially periodic markets in time and space 
also deserve to be mentioned as well. The distributional aspects of periodic markets 
can be described into two ways, i.e. (i) spatial distribution, and (ii) temporal 
distribution. 
Spatial Distribution of Periodic Markets 
In the study area, there are 179 periodic markets, which are distributed over an 
area of 2361.03 sq km. These periodic markets are unevenly distributed over the 
space (Fig-4.1-). Table 4.1 shows that the number of periodic markets as well as the 
percentage of total rural periodic markets, which varies among different blocks of the 
district. 
108 
H 
O 
P (/) 
o 
a: 
< 
< 
a: 
< 
o LU 
OQ 
< 
(/) 
UJ 
0^ 
< 
S 
o 
o 
g 
UJ 
a. 
U. 
O 
z 
o 
< 
o O 
- ^ 
00 
o 
(^^ -V / / V" <r 
C '' •« r •« ' • V ' ' •« ^ ? 
^ ^ "* •• J 
v> 
^ (0 
S ® i^ 
CO 
0 j e 
5 $ 
• d> iu S 
< 4 
to 
o _ 
in -
o -
J 
109 
The maximum numbers of periodic markets are situated in Akbarpur block 
(30), while the minimum numbers are recorded in Katehri (08). Other blocks have 
different number of periodic markets ranging between 23 and 14 (Table 4.1 & Fig 
4.2). Similarly, the percentage of periodic markets also shows regional variation. It 
varies between 16.76 percent in Akbarpur and 4.47 percent in Katehri. 
Table 4.1 Block-wise Distribution of Periodic Mariiets in Ambedkarnagar 
District-2008 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Percentage of 
total periodic markets 
7.82 
4.47 
16.76 
10.06 
11.17 
12.85 
12.29 
12.85 
11.73 
100.00 
Source: Zila Panchayat Office, Ambedkarnagar District. 
4.2 Distribution of Periodicity of Market Centres 
India is predominantly a rural country and so the periodicity is an extremely 
important aspect in her market set-up. In the peasant societies, the markets are held on 
different days of the week in order to make it convenient for both the traders and 
consumers. All the days of a week are not equally important to hold the market 
meetings. 
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Some days are preferred for market meetings more than others. Thus, the 
frequency of meeting days varies in a week. When a market holds the meeting with 
different frequency on a particular day of the week in a group of markets, the outcome 
is its frequency. So, the frequency with one day is used is called the market 
periodicity. Market periodicity is that phenomena whereby in a set of markets, any 
particular market is held only on certain days, fixed in advance. Such periodicity 
varies from region to region influenced by regional, cultural, economic, and religious 
diversity. 
Periodic markets have been recognized by different names like weekly, bi-
weekly, tri-weekly, and annual as fair on the basis of their periodicity of occurrence in 
a market weeks. Most of the periodic market centres meet weekly and bi-weekly but 
larger periodic markets meet more than twice a week. So, periodicity is an important 
internal characteristic of periodic market cenfres. It has related directly to spatial 
distribution and organization of periodic market centre. 
Table 4.2 shows the market centres of different periodicity in Ambedkamagar 
district. There are total 179 periodic markets in the study area, out of which, 27 are 
weekly, and 152 are bi-weekly. The tri-weekly markets are totally absent in the study 
area. The block level study shows that more than 84 percent of total periodic markets 
in the study area are bi-weekly markets. 
The largest numbers of weekly markets have been recorded in Bhiyaon (10). 
Other weekly markets are in Bhiti (05), Ramnagar (04), Jalalpur (03), Tanda and 
Baskhari ()2) and Jahangirganj Block (01). Whereas, Katehri and Akbarpur blocks do 
not have any weekly periodic markets. 
Akbarpur block has the highest number of bi-weekly markets, i.e. 30, whereas 
Katehri block has the lowest number, i.e. only 08, Other bi-weekly markets are in 
112 
Jahangirganj (21), Jalalpur (20), Ramnagar (19), Baskhari (18), Tanda (16), Bhiyaon 
(II), and Bhiti (09). 
Table 4.2 Block-wise Distribution of Weekly, Bi-weekly and Tri-weekly Markets 
in 
Ambedkamagar District - 2008 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpnr 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Weekly 
05 
-
-
02 
02 
•04 
01 
03 
10 
27 
Bi-weekly 
09 
08 
30 
16 
18 
19 
21 
20 
11 
152 
Tri-weekly 
-
-
-
-
-
-
-
-
-
0 
Source: Zila Panchayat Office, Ambedkamagar District. 
4.3 Frequency or Day-wise Distribution of Periodic Markets 
The day on which the maricet held is also an important consideration in the 
study area. Different markets have held on different days of the week. Such an 
arrangement has related to socio-economic and religious causes. Table 4.3 shows that 
the total number of market frequency for the district is 330, which is spread over all the 
seven days of the market meeting or frequency of market varies from block to block and 
also from day to day. The frequency of markets on different days ranges from 35 on 
Sunday to 61 on Saturday, followed by 56 on Friday, 50 on Monday, 49 on Thursday, 
113 
41 on Wednesday, and 38 on Tuesday. There is a high concentration of market 
meetings on Saturday, owing to the weekend market day and an important day for 
temple visit. Similarly, Friday and Monday has considered as being auspicious days 
among Muslims and Hindus respectively. Friday is favoured as a market day in the 
larger centres where consumers can attend both Friday prayer and markets on the same 
day. 
Table 4.3 Frequency or Day-wise Distribution of Periodic Markets in 
Ambedkarnagar District - 2008 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirgai 
Jalalpur 
Bhiyaon 
Total 
No. of 
market 
centres 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Week days 
Sun 
1 
1 
10 
2 
2 
2 
5 
6 
6 
35 
Men 
5 
3 
7 
5 
8 
5 
4 
8 
5 
50 
Tue 
2 
1 
6 
4 
6 
5 
6 
7 
1 
38 
Wed 
2 
2 
5 
4 
4 
8 
10 
2 
4 
41 
Thu 
3 
3 
9 
7 
7 
5 
4 
6 
5 
49 
Fri 
6 
3 
14 
4 
4 
7 
6 
8 
4 
56 
Sat 
4 
3 
9 
7 
7 
10 
8 
6 
7 
61 
Total 
23 
16 
60 
33 
38 
42 
43 
43 
32 
330 
Source: Zila Panchayat Office, Ambedkarnagar District. 
4.4Average Area served by per Periodic Market 
In the Ambedkarnagar district, each market tends to serve a definite area 
around it. It occupies an area of 2361 sq km and provides an average area of 13.19 sq 
114 
km, served by per periodic market. Study shows that there is a remarkable regional 
variation in the average eirea served by per periodic market (Table 4.4). 
Table 4.4 Average area served by per periodic market in Ambedkarnagar 
District - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Area 
(sq km) 
209.76 
253.33 
410.52 
323.73 
204.31 
228.04 
219.94 
298.51 
212.89 
2361.03 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average area 
served by 
per periodic 
market 
14.98 
31.67 
13.68 
17.98 
10.21 
9.91 
10.00 
12.98 
10.14 
13.19 
Source: District Statistical Office, Ambedkarnagar District. 
Out of nine development blocks, in four blocks, the average area served by per 
periodic market is greater than the district average. They are Katehri (31.67 sq km), 
Tanda (17.98 sq km), Bhiti (14.98 sq km) and Akbarpur (13.68 sq km) (Fig-4-3-). In 
Bhiti, Katehri and Tanda blocks, the number of markets are very less whereas in 
Akbarpur and Tanda blocks, area of each block is vast where each market serves 
more area. In the remaining blocks, the average area served by per periodic market is 
less than the district average, which ranges between 12.98 sq km in Jalalpur and 9.91 
sq km in Ramnagar. It is mainly because of the presence of large number of market 
centres, due to the development of transportation and agriculture in the district. 
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4.5 Average Net Sown Area per Periodic Market 
Table 4.5 shows that the area under study has 933.54 hectares net sown area 
per periodic market. The study shows a great variation in the average net sown area 
for each periodic market among the nine blocks of the district. 
Table 4.5 Average net sown area served by per periodic market at block level in 
Ambedkarnagar district - 2001 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Net sown area 
15211 
18725 
30784 
17832 
14240 
16694 
15973 
21687 
15958 
167104 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
-21 
179 
Average net 
sown area 
served by 
per periodic 
market 
1086.50 
2340.63 
1026.13 
990.67 
712.00 
725.83 
726.05 
942.91 
759.90 
933.54 
Source: District Statistical Office, Ambedkamagar District 
However, out of nine blocks, five blocks, i.e., Katheri (2340.63 hectares), 
Bhiti (1086.50 hectares), Akbarpur (1026.13 hectares), Tanda (990.67 hectares) and 
Jalalpur (942.91 hectares), hold average net sown area greater than the district 
average. Other four blocks have average net sown area less than district average. They 
are Bhiyaon (759.90 hectares), Jahangirganj (726.05 hectares), Ramnagar (725.83 
hectares), and Baskhari (712.00 hectares) (Fig -4.4-). 
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4.6 Average Population served by per Periodic Market 
In the study area, each periodic market also serves a definite proportion of 
population in the area around it. Table 4.6 shows the average population served by per 
periodic market for the district, as a whole is 11323.33 persons. Average population 
per periodic market differs from block to block. Three blocks of the district viz., 
Katehri, Tanda and Bhiti serves more people than the district average due to the less 
number of periodic markets. Whereas Jalalpur which also serves more average 
population than the district average, have large number of periodic markets and block 
population. 
Table 4.6 Average population served by per periodic market at block level in 
Ambedkamagar district - 2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Population 
173312 
203340 
335680 
249635 
193140 
207975 
185923 
279806 
198065 
2026876 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average 
population 
served by 
per periodic 
market 
12379.43 
25417.50 
11189.33 
13868.61 
9657.00 
9042.39 
8451.05 
12165.48 
9431.67 
11323.33 
Source: District Statistical Office, Ambedicamagar District. 
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Remaining five blocks viz., Akbarpur (11189.33), Baskhari (9657.00), 
Bhiyaon (9431.67), Ramnagar (9042.39), and Jahangirganj (8451.05) tends to serve 
less average population than the district average due to more number of markets (Fig 
-4.5-). 
4.7 Average Rural Population served by per Periodic Market 
The district under study has 10311.64 rural population per periodic market. 
The block level study reflects a great variation in the average rural population for each 
periodic market among the nine development blocks of the district (Fig -4.6-). Five 
blocks out of nine, hold average rural population greater than the district average. 
They are Katehri (22463.63), Tanda (12555.78), Jalalpur (11138.04), Bhiti 
(10691.50), and Akbarpur (10401.63). Other blocks with less than district average are 
Ramnagar (8558.39), Baskhari (8475.05), Bhiyaon (8306.38), and Jahangirganj 
(8244.86) (Table 4.7). 
Table 4.7 Average rural population served by per periodic market at block level 
in Ambedkamagar district - 2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Rural 
Population 
149681 
179709 
312049 
226004 
169501 
196843 
181387 
256175 
174434 
1845783 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average rural 
population served 
by 
per periodic market 
10691.50 
22463.63 
10401.63 
12555.78 
8475.05 
8558.39 
8244.86 
11138.04 
8306.38 
10311.64 
Source: District Statistical Office, Ambedkamagar District 
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4.8 Average Scheduled Caste Population served by per Periodic 
Market 
Table 4.8 shows that the study area has 2767.46 schedule caste population per 
periodic market. The study shows a great variation in the average SC population for 
each periodic market among the nine blocks of the district. However, three out of nine 
blocks - Katehri (5380.13), Tanda (3959.39), and Jalalpur (3387.30) hold average 
scheduled caste population greater than the district average. Other six blocks have 
average SC population less than the district average. They range between 2457.43 in 
Bhiti and 2213.57 in Bhiyaon block (Fig -4.7-). 
Table 4.8 Average SC population served by per 
Ambedkarnagar district - 2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
SC Population 
34404 
43041 
73029 
71269 
47463 
51643 
50133 
77908 
46485 
495375 
periodic market at block level in 
No. of 
periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average SC 
population 
served by 
per periodic 
market 
2457.43 
5380.13 
2434.30 
3959.39 
2373.15 
2245.35 
2278.77 
3387.30 
2213.57 
2767.46 
Source: District Statistical Office, Ambedkarnagar District. 
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4.9 Average Scheduled Tribe Population served by per Periodic 
Market 
Table 4.9 shows that in Ambedkamagar district, the average of served 
scheduled tribe population per periodic market is 0.80. The micro level study shows a 
great variation from block to block. Out of nine blocks, in three blocks, there are no 
scheduled tribe populations. They are Baskhari, Ramnagar, and Bhiyaon. In three 
blocks, the average served ST population per periodic market is more than the district 
average. They are Bhiti (2.64), Tanda (2.56) and Jalalpur (1.65). Remaining three 
blocks whose average ST population per periodic market is less than the district 
average are Akbarpur (0.60), Katehri (0.37) and Jahangirganj (0.05) (Fig -4.8-). 
Table 4.9 Average ST population served by per periodic market at block level in 
Ambedkamagar district - 2001 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
ST 
Population 
37 
03 
18 
46 
0 
0 
01 
38 
0 
143 
No. of 
periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average ST 
population served 
by 
per periodic market 
2.64 
0.37 
0.60 
2.56 
-
-
0.05 
1.65 
-
0.80 
Source: District Statistical Office, Ambedkamagar District 
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4.10 Average Literate Population served by per Periodic Market 
Table 4.10 shows the average literate population served by per periodic market 
for the district as a whole is 5332.61 persons. Average literate population per periodic 
market differs fi-om block to block. In the district, five blocks out of nine, have 
average served literate population more than the district average. They are Katehri 
(10043.25), Jalalpur (6440.43), Tanda (5761.94), Akbarpur (5467.43) and Baskhari 
(5408.25). Remaining four blocks are Bhiti (4825.14), Ramnagar (3990.22), 
Jahangirganj (3962.14) and Bhiyaon (3650.43) (Fig ^ .9 - ) . 
Table 4.10 Average literate population served b 
level in Ambedkamagar district - 2 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
Literate 
Population 
67552 
80346 
164023 
103715 
108165 
91775 
87167 
148135 
76659 
954537 
y per periodic market at block 
001 
No. of 
periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average 
literate 
population 
served by 
per periodic 
market 
4825.14 
10043.25 
5467.43 
5761.94 
5408.25 
3990.22 
3962.14 
6440.65 
3650.43 
5332.61 
Source: District Statistical Office, Ambedkamagar District 
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4.11 Average Participants at Primary School Level served by per 
Periodic Market 
The average participants at primary school level served by per periodic 
market, for the Ambedkamagar district as a whole is 3727.39 participants. The block 
level study shows a great difference among different blocks of the study area, in the 
context of average participants at primary school level per periodic market (Fig 4.10 
& Table 4.11). Seven blocks out of nine, have less average primary school 
participants per periodic market than the district average. They are ranging between 
Bhiti (3475.14) and Ramnagar (2541.26). Other development blocks that have more 
average participants than the district average are Katehri (16895.63) and Tanda 
(4027.94). 
Table 4.11 Average participants at primary school level served by per periodic 
market at block level in Ambedkamagar district - 2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of 
participants at 
primary school 
level 
48652 
135165 
93645 
' 72503 
51129 
58449 
58803 
79830 
69026 
667202 
No. of 
periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Av. primary 
school participants 
served by per 
periodic market 
3475.14 
16895.63 
3121.15 
4027.94 
2556.45 
2541.26 
2672.86 
3470.87 
3286.95 
3727.39 
Source: District Statistical Office, Ambedicamagar District 
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4.12 Average Industries served by per Periodic Market 
In the study area, there are on average 18.89 industries served by per periodic 
market. The average of industries per periodic market varies among nine blocks of the 
district. They range between Ramnagar (12.65 industries) and Katehri (53.37 
industries). Out of total number of blocks in the district, Akbarpur (17.93 industries), 
Bhiyaon (16.24 industries), Bhiti (15.64 industries), Baskhari (14.00 industries), 
Jahangirganj (13.45 industries) and Ramnagar (12.65 industries) are serving less 
number of industries per periodic market than the district average ( Fig 4.12 & Table 
4.13). 
Table 4.13 Average industries served by per periodic market at blocic level in 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Ambedkarnagar d 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
istrict-2001 
Number of 
industries 
219 
427 
538 
534 
280 
291 
296 
455 
341 
3381 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average 
industries 
served by 
per periodic 
market 
15.64 
53.37 
17.93 
29.67 
14.00 
12.65 
13.45 
19.78 
16.24 
18.89 
Source: District Statistical Office, Ambedkarnagar District 
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4.13 Average Livestock served by per Periodic Market 
In Ambedkamagar district, the average of served livestock per periodic market 
is 3474.87. The micro level study shows a great variation from block to block. Out of 
nine blocks, in four blocks the average livestock served by per periodic market is 
more than the district average (Fig -4.12-). They are Katehri (9995.00), Bhiti 
(5190.21), Tanda (3956.00), and Akbarpur (3514.17). The average livestock served 
by per periodic market in rem^ing five blocks ranges between 3065.83 in Jalalpur 
and 2317.36 in Jahangirganj (Table 4.14). 
Table 4.14 Average livestock served by per periodic market at block level in 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Ambedkamagar district - 2001 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of 
livestock 
72663 
79960 
105425 
71208 
57645 
55896 
50982 
70514 
57709 
622002 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average 
livestock 
served by 
per periodic 
market 
5190.21 
9995.00 
3514.17 
3956.00 
2882.25 
2430.26 
2317.36 
3065.83 
2748.05 
3474.87 
Source: District Statistical Office, Ambedkamagar District 
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4.14 Average Banks served by per Periodic Market 
Table 4.15 shows the average banks served by per periodic market in the 
Ambedkamagar district as a whole is 1.70. The micro-level study shows regional 
variation from block to block. Out of nine blocks, in three blocks the average banks 
served by per periodic market is more than that of district average (Fig -4.13-). They 
are Katehri (4.63), Ramnagar (2.43) and Bhiti (2.29). The average banks served by 
per periodic market in the remaining six blocks are Tanda (1.61), Baskhari (1.60), 
Jalalpur (1.43), Akbarpur (1.30), Jahangirganj (1.18) and Bhiyaon (1.00). 
Table 4.15 Average banks served by per period 
Ambedkamagar district - 2001 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Development Blocks 
Bhiti 
Katehri 
Akbarpur 
Tanda 
Baskhari 
Ramnagar 
Jahangirganj 
Jalalpur 
Bhiyaon 
Total 
No. of banks 
32 
37 
39 
29 
32 
56 
26 
33 
21 
305 
ic market at block level in 
No. of periodic 
markets 
14 
08 
30 
18 
20 
23 
22 
23 
21 
179 
Average banks 
served by 
per periodic 
market 
2.29 
4.63 
1.30 
1.61 
1.60 
2.43 
1.18 
1.43 
1.00 
1.70 
Source: District Statistical Office, Ambedkamagar District. 
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Chapter -5-
Periodic Markets and Socio-Economic Transformation of Rural 
Areas in Ambedkarnagar District 
The periodic market as nodal point or growth pole, are very significant for the 
rural development (Srivastava, 1977). These markets play an important role in the 
transformation of socio-economic conditions of their hinterlands. These market 
centres are an integral part of the marketing network, and are free from the 
complexities of various rules and laws. Here, the farmers are able to get a higher 
remunerative return of their produce. It stimulates production and consumption, 
thereby accelerating pace of economic development in agricultural sector (Ali, M., 
2008). 
In Indian society where bulk of population is peasant, periodic markets have 
significant role, as they like exchange systems in such a way as to stimulate economic 
dependence on inter- and intra- regional trading. Thus, in turn, shifts the socio-
economic basis of the community toward constantly expanding production and 
growth (Scott, 1972). Market centres are actually the focal points from where the 
impulses of social and economic development spread to the rural areas. Periodic 
markets are the lifeblood for the development of the rural areas, particularly in 
backward rural masses, where the economy is mainly dependent on agriculture. The 
importance of local market centres have been proved to be an incentive of economic 
growth at the local level (Ali, M., 2008). 
The functions of market centres through mainly economic, are also non-
economic and encompass activities inherent in marketing processes. The flow of 
commodities, people, ideas, skills, technology, articulation of social relations, and 
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sources of essential services and recreation are visible manifestations of the mutual 
interaction among rural and urban-places (Tamaskar, 1985). 
In rural markets, the participants are consisted of consumers, traders, by-
standers, and administrators (Wanmali, S., 1975). The market participants belong to 
the various socio-economic groups of the rural areas. Proportion of market 
participants by different categories reflects the socio-economic profile of the 
surrounding areas. Demand-supply pattern of various commodities and services in 
these market centres indicate the economic conditions, production process, and 
cultural traditions prevalent in the market tributary regions (Khan, et al., 2003). The 
buyer's travel behaviour reveals multipurpose trips. Majority of village families ate 
represented at periodic markets. Some persons even choose to be at market meetings 
for the sake of fun rather than to remain idle at home. The participants may be seen to 
visit hotels at the market places w h^ere they indulge in gossips for exchange of news 
and views among friends, acquaintances and relations and also negotiations for 
marriage alliances (Skinner, W.G., 1964). In China, daughter-in-laws have tended to 
be drawn within the marketing community. Normally, marriage brokers have been 
found operating in market-meetings in the country. The market area has been equated 
with marriage area by a scholar (Knapp, R.G., 1971). 
Periodic markets can support the concept of "grass roots" level development 
and present bases for the 'planning from below'. The plaiming based on this 
parameter for rural development may remove spatial and social inequality in any 
sphere, although it would probably be impossible to eradicate inequality altogether as 
it is a well established fact of life, but future development plans must achieve greater 
progress in reducing inequality (Binns, J.A., 1987). Periodic markets have brought 
about rural transformation in two main basic ways. Firstly, they boost local economic 
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growth, which stimulates production, trade and employment. Secondly, these 
improvements discourage the migration of rural residents to the big cities, by 
providing off-farm employment for the people of rural India (Khan and Ali, 1998). 
The growth generated by these market places shall gradually spread into the 
surrounding rural economy. Spatial transmission of economic prosperity from the 
growth centres to its growth space will take place (Gana, J.A., 1979). Spread of 
innovations into the rural growth space leading to socio-economic development 
(Richardson, H.W., 1969). The market, though a centripetal force, creates centrifugal 
influences that may have far-reaching impact on the area. It is a trickling down 
process (Tamaskar, 1985). 
Periodic Marlcets and Socio-Economic Transformation of Rural 
Areas 
Periodic markets are the most important socio-economic institutions in the 
rural developing economies. They play vital role in designing and shaping socio-
economic and cultiu-al panorama of rural masses in their surrounding areas. Since the 
davm of human civilization and division of labours, these centres have remained as 
gathering places for rural masses for fulfilling their various kinds of socio-economic 
demands (Khan, N. et al, 2003). 
The role of periodic markets can be assessed on two bases - the economic and 
social - is as much a part of the social and economic routine of the peasants as is their 
farming (Yang, C.K., 1944). It is obvious that the periodic market is an important 
event in the life of peasant societies and indicates towards the fundamental focal 
points of economic life, as it is an authorised public gathering of buyers and sellers of 
commodities, meeting at an appointed place at regular interval. The time bound 
assembly of villagers at these places helps them in both ways - to obtain the daily 
138 
consumer goods, and to come across the news and ideas of other villages. Because 
people from various villages come to the periodic markets to sell and buy goods as 
well as exchange the social news, they come to the contact of each other and through 
exchange of ideas several social problems are discussed. Sometimes, the periodic 
markets become the convenient place for discussing the matrimonial issues, settling 
down the social and family disputes, discussing the local political issues, talking and 
fixing the prices of different kinds of domestic animals and other issues of social 
interest. In rural areas, the periodic markets centres function as the entrepot from 
where collection and diffusion of various level news and ideas take place. Such 
characteristics extend the periodic market centres to facilitate the people not only on 
economic relevance but put them on social footing too (Thakur, R.N., 1997). 
Several diverse services are available at each market, including the buying and 
selling of local perishable and fragile commodities such as vegetables, earthenware 
pots; and employment opportunities are also available for trading and other activities. 
Through these market centers, farmers can easily obtain fertilizers, seeds, insecticides 
and pesticides as well as the raw material for household-level industries, which brings 
development to rural areas. In addition to the buying and selling of farm 
improvements such as pesticide.and fertilizers, marketable crop surpluses are bought 
and sold at these markets. This provides producers with the cash they need to pay for 
the annual round of festivals and marriages, as well as for next season's crop seeds. 
The flow of goods from urban to rural areas and vice-versa has led to stronger 
linkages between cities and villages. Urban culture has introduced the cash-based 
economy to rural areas. Employment for cash income has meant more money 
available among farm families for investment in improved housing, farm storage,;and 
transportation. The rising demand for industrially made goods has percolated down to 
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each and every rural resident through the periodic markets. This has led to profound 
socio-economic change in rural areas (Khan and Ali, 1998). 
Besides the commercial activities, some social, cultural as well as political 
activities are also found in such markets (Amani and Khan, 1993). These rural market 
centers attract the politicians, mainly during elections periods. By visiting the 
markets, they have come to know the problems of social, economic as well as the 
regional backwardness (Ali, M., 2008). Thus, such rural markets centers act as a 
platform for socio-economic transformation in rural areas. 
For this study, 6 periodic markets of the district, viz., Bhiti, Rampur 
Sakarwari, Uthrathu, Endaipur, Devariya and Malipur, along with their tributary areas 
were selected (Fig -5.1-). The primary data were collected through the survey of 1000 
market participants by direct questionnaire, using random sampling technique. 
To imderstand the socio-economic transformation through rural periodic 
markets in the district, 12 indicators of socio-economic development/transformation 
have been taken. The social indicators like education, health, housing condition, 
drinking water and sanitation, as well as the economic indicators like income, 
purchasing power, saving, electricity consumption, LPG consumption, cropping 
pattern, livestock rearing pattern have taken into consideration. 
Periodic markets by serving the socio-economic purposes into the rural areas 
have a very significant role in Ambedkamagar district. These markets are attended by 
peoples of different religions and castes. These market participants, at the same time 
also belong to the different social as well as economic classes and strata. Periodic 
markets are used chiefly by the lower classes. Because these markets transact local 
produce and cheap consumer goods, the villagers with low purchasing capacity avail 
the consumer goods locally (Thakur, R.N., 1997). 
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Income has been found as very influential factor in deciding the participation 
of market participants in these markets. The people from deprived and backward 
castes and small and medium size income groups are found in higher proportion 
owing to the fact that the commodities of low-income range and local production are 
usually exchanged in the periodic markets (Amani and Khan, 1993). 
After getting in regular touch of periodic markets, the rural market participants 
not only come to know about the ongoing economic progress and development but at 
the same time they have come to know the various events and changes occurring into 
the society. Hence, these market centres not only act as centres for exchange of 
common goods and services but also as centre of diffusion for rural masses (Thakur, 
R.N., 1997). 
These rural periodic market centres trained the market participants for cash-
based economy. Cash-based economy means after selling their goods, the producers, 
and sellers get the immediate cash for their sold items. This types of economy 
increase the income, so the saving and purchasing power of the rural masses. Increase 
in saving and purchasing power leads to the development of educational and health 
condition, improvement in housing condition, sanitation and drinking water facility. It 
has change the consumption level of LPG and electricity. The cropping as well as the 
livestock rearing pattern of market participants of the study area are also transformed 
due to these periodic markets. 
5.1 Changes in the Income Level of Market Participants through 
Periodic Markets 
Level of income determines all the socio-economic aspects of a region or 
community. The significance of income lies in the fact that it makes access possible to 
other welfare measures such as health, education, housing, etc. It has found that with 
the increase in income, access to different welfare means become much easier, while 
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it become comparatively much more difficult for the people of lower income group 
(Rehman, 2008). 
Periodic markets have a very important role in rural transformation. These 
markets boost local economic growth, which stimulates production, trade, and 
employment; thereby transform the income level of different market participants. 
These market-participants belong to various socio-economic groups of the rural areas. 
Table 5.1 describes the changirig income level of market participants through these 
periodic markets in Ambedkamagar district. Out of total 1000 respondents, 85 percent 
respondents admitted that their income level has changed due to their regular 
participation in these rural periodic markets, whereas remaining 15 percent were those 
who witnessed no change in their income, so they were excluded from this study. 
During field study, it has found that most of the participants are native of near-by 
villages, within a radius of 5 km. They come to these haats (rural markets), either to 
sell their perishable or non-perishable goods or to buy them. Some people also buy 
these items for their local consumption. Whereas, traders buy different commodities 
from these markets at a much cheaper rate and sell them at a bigger price into the 
other big market centres. 
With their participation in periodic markets, the farmers and sellers have come 
to know the recent trends and demand of the market. They become aware of the 
market-oriented crops, and sown only those crops that can give them more profit. 
During survey, it was found in Uthrathu market that now farmers sown only those 
crops which can have high market value as well as quick economic return. Now, they 
are more market-oriented than traditional, and sown peppermint, sugarcane, 
cauliflower, ladyfinger, etc., which can give them high returns as compared to the 
others. 
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Table-5.1 Changes in the income le 
markets in Ambedkarna 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Non-
agricoitoral 
processors 
Full-time 
traders 
Craftsmen/ 
Artisans 
Part-time 
traders 
Agricultural 
processors 
Potters 
Others 
Semi-
medium, 
medium and 
large farmers 
Landless 
agricultural 
labourers 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
vel of market participants through periodic 
gar district-2008 
Respondents 
acknowledging change 
in income 
No. of 
respondents 
360 
100 
95 
85 
60 
55 
35 
30 
20 
06 
04 
850 
(85 %) 
% age of 
respondents 
to total 
respondents 
42.35 
11.76 
11.18 
10.00 
7.06 
6.47 
4.12 
3.53 
2.35 
0.71 
0.47 
100.00 
Respondents 
acknowledging no change 
in income 
No. of 
respondents 
65 
25 
20 
-
05 
05 
15 
05 
05 
04 
01 
150 
(15 %) 
%age of 
respondents 
to the total 
respondents 
43.33 
16.67 
13.34 
-
3.33 
3.33 
10.00 
3.33 
3.33 
2.67 
0.67 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
Apart from this, a lot of villagers from adjoining villages come to these 
markets on different meeting days, not only for commercial purposes but for social 
gathering also. There they discuss various economic, social, cultural, as well as 
political conditions prevailing into the society. Through these gatherings and 
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discussions, they have come to know the various w a^ys through which they can 
increase their income. 
Table-5.2 Level of change in income among different market participants 
through rural periodic markets in Ambedkarnagar district -2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of 
change in 
income 
High 
Medium 
Low 
Very low 
Scale of 
index value 
< 11.76 
11.76-7.06 
7.06-3.53 
>3.53 
Categories of Participants 
Marginal farmers, and Small farmers 
Non-agricultural processors, Full-time 
traders, and Craftsmen/Artisans 
Part-time traders, Agricultiiral 
processors, and Potters 
Semi-medium, medium and large 
farmers; Landless agricultural labourers, 
and others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
Table 5.2 shows the level of change in income of market participants through 
four categories i.e. high, medium, low and very low, on the basis of the responses 
made by different market participants. Study indicates that out of total respondents 
acknowledging transformation in their income level, marginal farmers are accounted 
for the highest change in their income level. They represents 42.35 percent share to 
total respondents. The share of small farmers is 11.76 percent, which has also 
registered high level of change in income. It is mainly due to the fact that these 
markets are used chiefly by the lower classes. The marginal as well as small farmers 
are found in higher proportions in these rural markets. Ultimately, they experienced 
higher changes in their income level due to their participation in these rural markets. 
Non-agricultural processors (11.18 percent), full time traders (10.00 percent) and 
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craftsmen/artisans (7.06 percent) come under the medium category of change, and 
represents about one-fourth of the total respondents. It has followed by low category 
of change, which includes part-time traders (6.47 percent), agricultural processors 
(4.12 percent), and potters (3.53 percent). Similarly, the table also shows the lowest 
percentage of respondents recording low level of change in income, which includes 
semi-medium, medium, and large farmers (0.71 percent), landless agricultural 
labourers (0.47 percent) and others (2.35 percent). 
Overall study revealed that out of total respondents, the income level of 85 
percent respondents has changed to different levels due to their market participation. 
Among different market participants, the high level of change in the level of income 
has recorded in more than 54 percent respondents. Whereas more than 28 percent 
market participants belongs to the category of medium level of change. This shows 
that altogether more than 82 percent respondents belong to first two categories, 
leaving only 18 percent to low and very low categories. The analysis clearly indicates 
that these market centres trained the market participants for market-oriented as well as 
cash-based economy, which has ultimately increased their income and thereby 
economic growth and development. 
5.2 Changes in the Purchasing Power of Market Participants through 
Periodic Markets 
The purchasing power is a very effective indicator to gauge the socio-
economic conditions of the people. It has directly related to the level of income. Any 
change in the level of income leads an effect on the purchasing power. With the 
increase in income, the purchasing power of people also increases, which facilitates 
easy access to all the welfare measures. As mentioned earlier, with the increase in 
income and ultimately the purchasing power, the access to different welfare means 
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becomes much easier, while it become much more difficult for the people of lower 
income group. 
Table 5.3 highlighted the changes in the purchasing power of market 
participants through periodic markets in the study area. Out of total respondents, 85 
percent of them admitted that their purchasing power has increased to some extent 
because of the increase in their income level whereas remaining 15 percent were those 
who witnessed no change in their purchasing power, so they were excluded from this 
study. Now, these market participants are able to access the basic welfare means, 
which are essential for their daily requirements and living. Earlier, they had hardly 
visited the near-by urban market centres for shopping and purchasing purpose, now 
they are doing the same. Earlier, they had hardly footwear, and even if they had, they 
use to weeir it only on ceremonial occasions. But now almost every men and women 
wear atleast chappal, if not shoes, on ceremonial occasions. They are comparatively 
better dressed, specially the educated ones who wear pant and colourful shirts. Their 
food habits and quality of food have also improved. Now, most of them have mobile 
phones, which are a sign of take off stage. With the repeated exposure to outside 
world, now they are purchasing radio, transistors, and sometime televisions for their 
entertainment. 
Table 5.4 highlighted the different level of changes in the purchasing power of 
market participants. Study reveals that out of total respondents acknowledging 
transformation in their purchasing power, marginal farmers are accounted for the 
highest change in their purchasing power. They share 42.35 percent to total 
respondents. The high level of change in purchasing power has also found in small 
farmers. They share 11.76 percent of the total respondents. 
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s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Table-S3 Changes 
periodic 
Market 
Participants 
Marginal 
farmers 
Small farmers 
NoD-agricultaral 
processors 
Full-time traders 
Craftsmen/ 
Artisans 
Part-time 
traders 
Agricultaral 
processors 
Potters 
Others 
Semi-medium, 
medium and 
large farmers 
Landless 
agricultural 
labourers 
Total 
in the purchasing power of market partici 
markets in Ambedkarnagar district - 200 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change in 
purchasing power 
No. of 
respondents 
360 
100 
95 
85 
60 
55 
35 
30 
20 
06 
04 
850 
(85%) 
% age of 
respondents 
to the total 
respondents 
42.35 
11.76 
11.18 
10.00 
7.06 
6.47 
4.12 
3.53 
2.35 
0.71 
0.47 
100.00 
pants through 
8 
Respondents 
acknowledging no change 
in income 
, No. of 
respondents 
65 
25 
20 
-
05 
05 
15 
05 
05 
04 
01 
150 
(15 %) 
%age of 
respondents 
to the total 
respondents 
43.33 
16.67 
13.34 
-
3.33 
3.33 
10.00 
3.33 
3.33 
2.67 
0.67 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market participants in 
2008. 
Due to the highest change in the income level of the marginal and small 
farmers, the level of their purchasing power has also increased. The medium category 
of change consists of non-agricultural processors (11.18 percent), full-time traders (11 
percent), and craftsmen/artisans (7.06 percent). They represent about one-fourth of the 
total respondents in the change in purchasing power. 
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Table-5.4 Level of change in purchasing power among different market 
participants through rural periodic markets in Ambedkarnagar district 
-2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of change 
in purchasing 
power 
High 
Medium 
Low 
Very low 
Scale of index 
value 
< 11.76 
11.76-7.06 
7.06-3.53 
>3.53 
Categories of Participants 
Marginal farmers, and Small farmers 
Non-agricultural processors, Full-time 
traders, and Craftsmen/Artisans 
Part-time traders, Agricultural 
processors, and Potters 
Semi-medivmi, medium and large 
farmers; Landless agricultural 
labourers, and others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
The table also reveals that the low category of change, which includes part-
time traders (6.47 percent), agricultural processors (4.12 percent) and potters (3.53 
percent). At last, it is followed by the lowest percentage of respondents recording very 
low level of cheinge in income, which includes semi-medium, medium and large 
farmers (0.71 percent), landless agricultural labours (0.47 percent) and others (2.35 
percent). 
Therefore, the study illustrates that out of total respondents, the purchasing 
power of 85 percent participants has changed to different levels due to their market 
participation. Among different participants, the highest level of change in purchasing 
power has recorded in 54 percent of respondents, which includes marginal and small 
farmers. Whereas 29 percent market participants belongs to the category of medium 
level of change in purchasing power. This shows that the level of change in 
purchasing power is high in more than 50 percent of the respondents, whereas the low 
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and very low level of change has recorded in only 17.65 percent respondents. This 
means that the influence of periodic markets on the income as well as purchasing 
power of the market participants is very high. 
53 Changes in the Level of Saving of Market Participants through 
Periodic Markets 
The level of saving determines the level of economic prosperity. More is the 
saving; more will be the investment and production, which leads to the increase in the 
level of income. Increase in income, increases the saving and purchasing power, 
which ultimately leads to the socio-economic development of the region. 
The table 5.5 highlights the changes in the level of saving of market 
. ' ^ » • • • . . . • • " • ; • , 
participants through periodic markets in the Ambedkamagar district. Out of total 
respondents, 35.6 percent were those who witnessed no change in their saving, so they 
were excluded from the study, whereas 64.4 percent participants admitted that the 
level of their saving has increased because of the increase in their income. Due to the 
increase in their income, now they are more conscious about their future insurance 
and plarming. , 
With the advancement of rural banking facilities in the form of cooperative, 
rural as well as primary agricultural banks, now they are more aware about their 
saving. They deposit their earning and savings into these banks and in turn get more 
interest on it. Through these banks, the farmers and cultivators get loans and other 
economic supports, which are very beneficial for their economic welfare and 
development. 
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s. 
No. 
1. 
2. 
3, 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Table-5.5 Changes in the level of saving of market participants through periodic 
mari(ets in Ambedkarnagar district - 2008 
Market 
Participants 
Marginal 
farmers 
Small farmers 
Full-time 
traders 
Part-time 
traders 
Craftsmen/ 
Artisans 
Non-
agricultural 
processors 
Agricultural 
processors 
Potters 
Others 
Semi-medium, 
medium and 
large farmers 
Landless 
agricultural 
labourers 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change in 
saving 
No. of 
respondents 
280 
71 
70 
63 
49 
35 
34 
21 
15 
04 
02 
644 
(64.40) 
% age of 
respondents 
to total 
respondents 
43.48 
11.03 
10.87 
9.78 
7.61 
5.43 
5.28 
3.26 
2.33 
0.62 
0.31 
100.00 
Respondents 
acknowledging no change 
in saving 
No. of 
respondents 
145 
54 
45 
22 
16 
25 
16 
14 
10 
06 
03 
356 
(35.60) 
%age of 
respondents 
to the total 
respondents 
40.73 
15.17 
12.64 
6.18 
4.49 
7.02 
4.49 
3.93 
2.81 
1.69 
0.85 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market participants 
in 9008. 
It has revealed from the table 5.6 that the level of saving of different market 
participants has changed, but with different level among different market participants. 
Out of total respondents, acknowledging transformation in their saving, the highest 
level of change in saving has found in marginal farmers, who shares 43.48 percent of 
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the total respondents. Small farmers also witnessed high level of change, with a share 
of 11.02 percent. 
Due to the higher participation of marginal as well as small farmers in these 
rural markets, they have experienced higher transformation in their income as well as 
purchasing power, which has ultimately changed the level of their saving. The 
medium level of change consists of full-time traders (10.87 percent), part-time traders 
(9.78 percent), and craftsmen/artisans (7.61 percent). It has followed by low level of 
changes, which includes non- agricultural processors (5.43 percent), agricultural 
processors (5.28 percent), and potters (3.26 percent). Whereas, the semi-medium, 
medium, and large farmers, and landless agricultural labourers fall under the category 
of very low change. They are 0.62 percent and 0.31 percent respectively of the total 
respondents. 
TabIe-5.6 Level of change in saving among different market participants 
through rural periodic markets in Ambedkarnagar district -2008 
S. 
No. 
Level of 
change in 
saving 
Scale of 
index value Categories of Participants 
I. High < 10.87 Marginal farmers, and Small farmers 
Medium 10.87-5.43 Full-time traders, Part-time traders, and Craftsmen/Artisans 
3. Low 5.43-2.33 Non-agricultural processors. Agricultural processors, and Potters 
Very low >2.33 
Semi-medium, medium and large 
farmers; Landless agricultural labourers, 
and others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
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Thus, the study reveals that out of total respondents, the level of saving of 64.4 
percent participants has changed to different levels due to their market participation. 
Among different participants, the saving power of more than 54 percent respondents 
is high, which includes marginal and small farmers. The medium level of change in 
saving has found in 28 percent of the respondents. Whereas only 17 percent 
respondents comes under the categories of low and very low level of change. Whole 
study makes it clear that the level of saving of different market participants has 
changed due to their participation in these rural markets. 
5.4 Changes in the Level of Education of Market Participants through 
Periodic Markets 
The level of education of people in any society is a very good indicator to 
check the social change among them. Education is one of the chief instrument through 
which a society socialises its members and bring the desirable changes in the social 
life of the people (Mohammad, 1999). Educational development among different 
socio-economic strata of the people brings social changes as well as economic 
prosperity, which ultimately lead to the total development of the region. 
Table 5.7 illustrates tlie changes in the level of educatioft of market 
participants through periodic markets. Study shows that the educational level of 75 
percent of the total respondents has changed to some extent due to their participation 
in these market centres, whereas remaining 25 percent were those who witnessed no 
change in the level of their education, so they were excluded from this study. Earlier, 
they do not give any importance to the education of their children; they thought that it 
is totally useless as well as the wastage of their time and money; Their highest 
ambition was that their children should be act as a helping hand in their works as well 
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as earn money for the family. With their regular participation in different rural and 
urban markets for social as well as economic purposes, they have come to know the 
importance of the education for their children. Now, their attitude towards education 
has undergone a change and they are making efforts to educate their children. 
Table-5.7 Changes 
markets 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participaots 
Marginal 
formers 
Small 
farmers 
Part-time 
traders 
Craftsmen/ 
Artisans 
Non-
agricultural 
processors 
Full-time 
traders 
Agricultural 
processors 
Potters 
Others 
Semi-
medium, 
medium and 
large farmers 
Landless 
agricultural 
labourers 
Total 
m the level of education of market participants through periodic 
in Ambedkarnagar district - 2008 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change 
in the level of education 
No. of 
respondents 
310 
90 
75 
60 
55 
50 
40 
35 
25 
07 
03 
750 
(75.00) 
% age of 
respondents 
to total 
respondents 
41.33 
12.00 
10.00 
8.00 
7.33 
6.67 
5.33 
4.67 
3.33 
0.93 
0.40 
100.00 
Respondents 
acknowledging no change 
in the level of education 
No. of 
respondents 
115 
35 
40 
25 
10 
10 
10 
-
-
03 
02 
250 
(25.00) 
%age of 
respondents 
to the total 
respondents 
46.00 
14.00 
16.00 
10.00 
4.00 
4.00 
4.00 
-
-
1.20 
0.80 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
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As the today's rural periodic markets are the gathering places of almost all the 
sections of the society especially the marginal and small farmers, they have a very 
significant role not only in commodity transaction but also in transforming the attitude 
of their participants. These rural markets act as a platform through which the rural 
masses not only expose to the various developments and innovations in different fields 
but it also demonstrates the benefits and achievements of people who have opted them. 
Through the same platform, the rural participants have also come to know the 
importance of education and the achievements of the people who has opted it. In the 
study area, the attitude of different market participants towards education has changed 
to some extent. Now, most of the market participants whether they are buyers, sellers or 
traders, or belongs to any socio-economic strata are of the view that they want their 
children to be educated, so that they can read and write any thing, which will help them 
to do any thing in a proper manner. In some cases, the market participants want to 
educate their children not only up to metric but also even to the higher level. They do 
«ot want their children only to be educated but they want them to be educated in better 
schools and institutions so as to get quality education and in near future a good lucrative 
job. 
Table 5.8 highlights the changes in the level of education of market 
participants through four categories i.C; high, medium, low, and very low, on the basis 
of the responses made by different participants. Study shows that out of total 
respondents acknowledging transformation in the level of their education, marginal 
farmers are accounted for the highest change in their educational level. They represents 
41.33 percent share to total respondents. 
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Table-5.8 Level of change in education among different market participants 
through rural periodic markets in Ambedkarnagar district -2008 
S. 
No. 
1. 
2. 
3. 
4. 
Level of 
change in 
education 
High 
Medium 
Low 
Very low 
Scale of 
index value 
< 10.00 
10,00-6.67 . 
6.67-3.33 
>3.33 
Categories of Participants 
Marginal farmers, and Small farmers 
Part-time traders, Craftsmen/Artisans and 
Non-agricultural processors 
Full-time traders, Agricultural processors, 
and Potters 
Semi-medium, medium and large 
farmers; Landless agricultural labourers, 
and others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
The share of small farmers is 12 percent, which has also registered high level 
of change in education. Part-time traders (10 percent), craftsmen/artisans (8 percent), 
and non-agricultural processors (7.33 percent) come under the medium category of 
change, and represents one-fourth of the total respondents. It has followed by low 
category of change, which includes full-time traders (6.67 percent), agricultural 
processors (5.33 percent), and potters (4.67 percent). Similarly, the table also shows the 
lowest percentage of respondents recording very low level of change in education, 
which includes semi-medium, medium and large farmers (0.93 percent), landless 
agricultural labourers (0.40 percent) and others (3.33 percent). 
The analysis of the above table clearly indicates that out of total respondents, 
the level of education of 75 percent participants has changed to different levels due to 
fheir-market participation. Among different participants, more than 50 percent 
respondents belong to high category of change and about one-fourth of them have fallen 
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in medium category. Hence, altogether 75 percent respondents belong to first two 
categories leaving only 25 percent to low and very low categories. This clearly indicates 
the transformation in the educational level of different market participants, which in 
turn has brought desirable changes in the social life of the people. 
5.5 Changes in the Health Status of Market Participants through Periodic 
Markets 
Health is a major component of human development. There exists a very 
strong linkage between attaining economic prosperity and enriching the quality of life. 
To ensure the progress of any region, it is important to ensure that its people are 
healthy and have access to adequate health infrastructure (Rehman, 2008). 
With the increase in the income and saving power of different market 
participants, now they are more conscious about their health status. Regular 
participation in these rural markets made them much aware about their quality of life 
and health. With the visit of different buyers and sellers from various parts of the 
region, the market participants have come to know about the various measures and 
controls, which are essential for their good healthy life. They get familiar with various 
medical facilities available in the near-by villages and towns. 
Government with the help of local people organizes training camps into these 
markets to train the rural masses in health related issues. Some important issues like 
polio, AIDS, family planning, deficiency diseases in children and feeding mothers has 
been mainly taken into consideration. Some special issues that has related to drinking 
water and hygiene has taken very seriously because dirty hygienic as well as drinking 
water conditions leads to very serious diseases and health hazards like Cholera and 
Malaria. 
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Table 5.9 exhibits the changes in the health status of market participants 
through periodic markets, based on responses made by different market participants. 
Study highlights that the health status of 64 percent respondents has changed due to 
their participation in different periodic markets. 
Table-5.9 Changes in the health status of market participants 
markets in Ambedkarnagar district - 2008 
S. 
No. 
l . • •• 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
i i . 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Full-time 
traders 
Non-
agricultural 
processors 
Craftsmen/ 
Artisans 
Part-time 
traders 
Agricultural 
processors 
Potters 
Others 
Landless 
agricultural 
labourers 
Semi-
medium, 
medium and 
large farmers 
Total 
Total no. 
of 
market 
participants 
425 ! 
125 ! 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change in 
health status 
No. of 
respondents 
260 
. 6 5 
60 
55 
50 
36 
30 
25 
15 
04 
-
600 
(60.00) 
% age of 
respondents 
to total 
respondents 
43.33 
10.83 
10.00 
9.17 
8.33 
6.00 
5.00 
4.17 
2.50 
0.67 
0.00 
100.00 
through periodic 
Respondents 
acknowledging no change 
in health status 
No. of 
respondents 
165 
50 
55 
30 
15 
24 
20 
10 
10 
06 
05 
400 
(40.00) 
%age of 
respondents 
to the total 
respondents 
41.25 
15.00 
13.75 
7.50 
3.75 
6.00 
5.00 
2.50 
2.50 
1.50 
1.25 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market participants 
in 2008. 
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Whereas remaining 36 percent were those who witnessed no change in their 
health status, so they were excluded from this study. Table 5.10 shows that out of 
total respondents acknowledging transformation in their health status, the highest 
level of change in health status has found in marginal farmers, who shares 43.33 
percent of the total respondents. Small farmers also witnessed high level of change, 
with a share of 10.80 percent. Hence, altogether they represents more than 50 percent 
share to total respondents. The medium level of change consists of full-time traders 
(10 percent), non-agricultural processors (9.17 percent), and craftsmen/artisans (8.33 
percent). Whereas part-time traders (6 percent), agricultural processors (5 percent), 
and potters (4.17 percent) fall under the category of low change in health status. It has 
followed by very low level of change, which includes landless agricultural labourers 
and others. They share 0.67 percent and 2.50 percent respectively of the total 
respondents. 
Table-5.10 Level of change in health status among different market participants 
through rural periodic markets in Ambedkarnagar district -2008 
s. 
No. 
1. 
. 2 . 
3. 
4. 
Level of 
change in 
health status 
High 
Medium 
Low 
Very low 
Scale of 
index value 
< 10.00 
10.00-6.00 
6.00-2.50 
>2.50 
Categories of Participants 
Marginal farmers, and Small farmers 
Full-time traders. Non-agricultural 
processors and Craftsmen/Artisans 
Part-time traders, Agricultural processors, 
and Potters 
Landless agricultural labourers, Semi-
medium, medium and large farmers, and 
others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
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The analysis of the above tables clearly indicates that out of total respondents, 
the health status of 60 percent pjirticipants has chamged to different levels due to their 
market participation. Among different participants, more than 54 percent of the total 
respondents exhibit high level of change in health status. The medium level of change 
has recorded in 27 percent respondents. Hence, altogether more than 80 percent 
respondents belongs to first two categories leaving only 18 percent to last two 
categories i.e. low and very low. On the whole, the picture in this regard is very 
positive and reflects the importance of these market centres in transforming the health 
status of different market participants in Ambedkamagar district. 
5.6 Changes in Housing Condition of Market Participants through 
Periodic Markets 
Housing facility is one of the vital aspects of civilized life. It is an individual's 
identity, which reflects his social status and prestige. The housing condition is not 
only an indicator of social welfare but also of cultural and economic well-being. A 
suitable house is one of those basic needs of himian life without which one carmot 
conceive of a life worth living. It influences ones physical health and mental 
efficiency, therefore, ftiture skill and productivity which ultimately determines 
individuals socio-economic status (Mohammad, 1999). It is the level of income that 
governs the nature of houses and the amenities and facilities in it. Also, with the 
increase in the level of income, the housing condition of the people has changed. With 
the exposure to the outside world, rural masses have organized the nature of their 
houses according to their economic status. 
Table 5.11 exhibits the changes in the housing condition of the market 
participants through periodic markets in the Ambedkamagar district. Study shows that 
put of total respondents, only 52 percent of them acknowledged that their housing 
condition has changed to some extent because of the increase in their income level, 
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whereas 48 percent respondents were those who witnessed no change in their housing 
condition, so they were excluded from this study. 
Table-5.11 Changes in housing condition of market participants through periodic 
markets in Ambedkarnagar district - 2008 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Part-time 
traders 
Full-time 
traders 
Non-
agricultural 
processors 
Craftsmen/ 
Artisans 
Agricultural 
processors 
Potters 
Others 
Landless 
agricultural 
labourers 
Semi-
medium, 
medium and 
lai^e farmers 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change in 
housing condition 
No. of 
respondents 
215 
70 
50 
45 
40 
35 
30 
16 
14 
05 
-
520 
(52.00) 
% age of 
respondents 
to total 
respondents 
41.35 
13.46 
9.62 
8.65 
7.69 
6.73 
5.77 
3.08 
2.69 
0.96 
0.00 
100.00 
Respondents 
acknowledging no change 
in housing condition 
No. of 
respondents 
210 
55 
65 
40 
25 
25 
20 
19 
11 
05 
05 
480 
(48.00) 
%age of 
respondents 
to the total 
respondents 
43.75 
11.46 
13.54 
8.33 
5.21 
5.21 
4.17 
3.96 
2.29 
1.04 
1.04 
100.00 
Source: Based upon the computation of primary data generated through surveys of 1000 market participants 
in 2008. 
With the exposure to the outside world through periodic marketing, rural 
participants have reorganized the nature of their houses according to their economic 
status. Earlier, the majority of the fMTtiers and sellers were lived in kuchha houses and 
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huts. Their houses were in bad shape, were mainly made up of mud walls, and 
thatched roofs, which they could not renovate annually due to lack of financial 
resources. However, now they are constructing some pucca (made up of bricks and 
cement) portions into their houses. They are gradually changing their mud-thatched 
houses into mud-tiles, bricks-tile and into remiforced bricks and cements. 
In majority of the cases, it has found that the villagers built the front portion of 
their houses (verandah) of bricks and cements whereas rest of the house has made up 
of clay. It is mainly due to the fact that most of them don't want to look poor. 
Undoubtly, this is due to the socio-cultural transformation of the rural areas. Due to 
their regular visits to different rural market centes, they have come to know the 
today's trends and ways through which they can maintain their housing conditions as 
well as the amenities and facilities in it. 
Table 5.12 highlights the changes in the housing condition of market 
participants through rural periodic markets. Study illustrates that out of total 
respondents acknowledging transformation in their housing condition, marginal 
farmers has accounted for the highest change in their housing conditions. They 
represents 41.35 percent share to total respondents. The share of small farmers is 
13.46 percent, which has also registered high level of change in housing condition. 
Part-time traders (9.62 percent), full-time traders (8.65 percent), and non-agricultural 
processors (7.69 percent) come under the mediima category of change, and represents 
one-fourth of the total respondents. It has followed by low category of change, which 
includes craftsmen/artisans (6.73 percent), agricultural processors (5.77 percent) and 
potters (3.08 percent). Similarly, the table also shows the lowest percentage of 
respondents recording very low level of change in housing condition, which includes 
landless agricultural labourers (0.96 percent) and others (2.69 percent). 
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Table-5.12 Level of change in housing condition among different market 
participants through rural periodic markets in Ambedkarnagar 
district -2008 
S. 
No. 
Level of 
change in 
housing 
condition 
Scale of 
index 
value 
Categories of Participants 
High <9.62 Marginal farmers, and Small farmers 
Medium 9.62-6.73 Part-time traders, Full-time traders, and Non-agricultural processors 
Low 6.73-2.69 Craftsmen/Artisans, Agricultural processors, 
and Potters 
Very low >2.69 
Landless agricultural labourers. Semi-
medium, medium and large farmers, and 
others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
The scrutiny of the above results clearly shows that out of total respondents, 
the housing condition of 52 percent participants has cheinged to different levels due to 
their market participation. Among different participants, about more than half of the 
respondents belong to high category of change, and nearly one-fourth respondents fall 
in the medium category. Thus, nearly 80 percent respondents have registered a very 
strong sign of changes in housing condition. Whereas only 19 percent respondents 
belong to low and very low categories of change. The above analysis reflects the 
viewpoint that the housing condition of the rural market participants are improving 
due to their participation in periodic markets. It is a very good indicator of their socio-
economic transformation. 
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5.7 Changes in the Availability of Drinking Water to Market Participants 
through Periodic Markets 
The availability of safe drinking water is a very effective indicator to check 
the level of socio-economic conditions of any region. The sources of drinking water 
are highly related to health condition. The lack of safe water supply, inadequate 
sanitation and poor hygienic condition result not only in more sickness and death, but 
also in higher health costs, lower worker productivity, lower school enrollment and 
perhaps most importantly the dehial of the rights of all people to live in dignity. 
Table 5.13 illustrates the changes in the availability of drinking water to 
different market participants through periodic markets in the Ambedkamagar district. 
Study shows that only 40 percent of total respondents have acknowledged that their 
access to the safe drinking water has improved to some extent due to their 
participation in these rural periodic markets. Now, they are more conscious about the 
availability of safe drinking water. Whereas remaining 60 percent were those who 
witnessed no change in their safe drinking water availability, so they were excluded 
from the study. 
With their regular participation in different rural as well as urban periodic 
markets, the market participants have come to know the different ways through which 
they can get safe drinking water. In addition, with their interaction with different 
traders, buyers and sellers at different periodic markets, they have obtained useful 
information regarding the safe sources of drinking water and the factors, which are 
responsible for their contamination. They also get alot of information through social 
gathering as well as through newspapers that are available at different tea stalls and 
hotels. 
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Table 5.13 Changes in the availability of drinking water to market participants 
through periodic markets in Ambedkarnagar district - 2008 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Non-
agricultural 
processors 
Part-time 
traders 
Full-time 
traders 
Craftsmen/ 
Artisans 
Agricultural 
processors 
Others 
Potters 
Landless 
agricultural 
labourers 
Semi-
medium, 
medium and 
large 
farmers 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging changes 
in the availability of 
drinking water 
No. of 
respondents 
160 
45 
37 
35 
35 
35 
25 
15 
10 
03 
-
400 
(40.00) 
% age of 
respondents 
to total 
respondents 
40.00 
11.25 
9.25 
8.75 
8.75 
8.75 
6.25 
3.75 
2.50 
0.75 
0.00 
100.00 
Respondents 
acknowledging no change 
in the availability of 
drinking water 
No. of 
respondents 
265 
80 
78 
50 
30 
25 
25 
20 
15 
07 
05 
600 
(60.00) 
%age of 
respondents 
to the total 
respondents 
44.17 
13.33 
13.00 
8.33 
5.00 
4.1'' 
4.17 
3.33 
2.50 
1.17 
0.83 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market 
Participants in 2008. 
Different government agencies have made a lot of efforts to aware and educate 
the rural people through the village level health centres, school and anganwadis 
programs. They have put different types of posters and hoardings as well as organized 
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different awareness programmes at the site of different periodic markets to teach and 
aware the rural masses in the drinking water related issues. 
Earlier they have used lakes, ponds, as well as wells for getting their drinking 
water. As these source are not safe and often their water gets contaminated due to 
improper disposal of garbage and human excreta, open defecation, and the absence of 
proper drainage system and hygiene. Now, many of them have tubewells and pumps 
as a source of drinking water. Most of the respondents are of the view that their own 
source of drinking water is more safe and hygienic because they can take care of it's 
cleanliness. 
Table 5.14 exhibits the different level of changes in the availability of drinking 
water to market participants through periodic markets. Study reveals that out of total 
respondents acknowledging transformation in their drinking water availability, 
marginal farmers have accounted for the highest change, they share 40 percent to total 
respondents. The high level of change has also found in small farmers. They share 
11.25 percent to total respondents. The medium category of change consists of non-
agricultural processors (9.25 percent), part time traders (8.75 percent), and fiill time 
traders (8.75 percent). Whereas the craftsmen/artisans, agricultural processors and 
others represents the low category of change. They shares 8.75 percent, 6.25 percent, 
and 3.75 percent respectively to the total respondents. It has followed by the lowest 
percentage of respondents recording very low change in the availability of drinking 
water, which includes potters (2.50 percent) and landless agricultural labourers (0.75 
percent). 
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Table-5.14 Level of change in the availability of drinking water among different 
market participants through rural periodic markets in Ambedkarnagar 
district -2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of change 
in the 
availability of 
drinking water 
High 
Medium 
Low 
Very low 
Scale of 
index 
value 
<9.25 
9.25-8.75 
8.75-2.50 
>2.50 
Categories of Participants 
Marginal farmers, and Small farmers 
Non-agricultural processors. Part-time 
traders and Full-time traders 
Craftsmen/Artisans, Agricultural processors 
and others 
Potters, Landless agricultural labourers and 
Semi-medium, medium and large farmers 
Source: Based upon the computation of primary data gen^ated through survey of 1000 maiicet 
participants in 2008. 
The overall analysis reflects that out of total respondents, the level of drinking 
water availability of only 40 percent participants has changed to different levels due 
to their market participation. Among different participants, the high level of change in 
the availability of drinking water has recorded in 51 percent respondents. Whereas 
more than 26 percent mu'ket belongs to the category of medium level of change. This 
shows that altogether more than 77 percent respondents belong to first two categories, 
leaving only 22 percent to low mid very low categories. This closer analysis clearly 
indicates the positive changes in the availability of safe drinking water to rural 
participjints, which has ultimately lowered the incidences of morbidity and mortality 
in rural areas. 
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5.8 Changes in the Level of Sanitation of Market Participants through 
Periodic Markets 
Sanitation has directly related to the health of the people. Inadequate sanitation 
facilities like unsafe disposal of human excreta, open defecation, lack of infrastructure 
and absence of hygiene management constitute a major threat to the health of the 
people. In the absence of proper sanitation, people suffering from high levels of 
infectious diseases leading to high incidences of morbidity and mortality. Despite the 
efforts and investment, many low-income regions continue to suffer from inadequate 
and unsafe sanitation. 
Table 5.15 shows the changes in the level of sanitation facility of market 
participants through periodic markets in the Ambedkamagar district. For the study, 
the researcher has included only the nature of toilet facility as an indicator of 
sanitation. Study shows that only 38 percent of the total respondents admitted that 
their knowledge regarding toilet facility has improved due to their participation in 
these market centres, whereas remaining 62 percent respondents were those who 
witnessed no change in the nature of their toilet facility, so they were excluded from 
the study. Earlier, almost everyone has used open fields to ease them. They practiced 
open defecation and unsafe disposal of human excreta, which constituted a major 
threat to the health of the people. TTiese unhealthy practices led to high levels of 
infectious diseases, illness, and some times death. The major constraints behind these 
problems are financial difficulties, insufficient community involvement, lack of 
hygiene education, people's attitude towards sanitation as well as political 
commitment and most importantly the insufficient information and communication. 
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Table 5.15 Changes in the level of sanitation of market participants through 
periodic markets in Ambedkamagar district - 2008 
S. 
No. 
1. 
2, 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Part-time 
traders 
Fall-time 
traders 
Agricultural 
processors 
Non-
agricultural 
processors 
Potters 
Craftsmen/ 
Artisans 
Landless 
agricultural 
labourers 
Semi-
medium, 
medium and 
lai^e 
farmers 
Others 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respo 
acknowledgi 
the level ol 
No. of 
respondents 
165 
55 
45 
40 
25 
20 
15 
10 
05 
-
-
380 
(38.00) 
ndents 
ng change in 
sanitation 
% age of 
respondents 
to total 
respondents 
43.42 
14.47 
11.84 
10.53 
6.58 
5.26 
3.95 
2.63 
1.31 
0.00 
0.00 
100.00 
Respondents 
acknowledging no change 
in the level of sanitation 
No. of 
respondents 
260 
70 
70 
45 
40 
40 
35 
25 
20 
10 
05 
620 
(62.00) 
%age of 
respondents 
to the total 
respondents 
41.94 
11.29 
11.29 
7.26 
6.45 
6.45 
5.65 
4.03 
3.22 
1.61 
0.81 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
However, with the regular participation of different of market participants into 
these rural markets, they have come to know the ways through which they can 
maintain a proper toilet facility. With the interaction of different types of people, rural 
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market participants have come to know about the various government programmes 
through which they can construct individual household latrines into their houses. 
Taking into consideration the importance of these market centres for rural people, 
government organizes different awareness programme to educate the rural 
participants in health and sanitation related issues. Also due to the outside exposure, 
the rural farmers have come to know the different types of low-cost latrines, which 
they can construct into their houses. 
Table 5.16 highlights the changes in the sanitation facility in general, and 
toilet facility in particular, based on the responses made by different market 
participants. Study exhibits that out of total respondents acknowledging 
transformation in their toilet facility, marginal farmers are accounted for the highest 
change in their toilet facility. They represents 43.42 percent share to total respondents. 
The share of small farmers is 14.47 percent, which has also registered high level of 
change. Part-time traders (11.84 percent), full-time traders (10.53 percent), and 
agricultural processors (6.58 percent) come under the medium category of change, 
and represents more than one-fourth of the total respondents. It has followed by low 
category of change, which includes non-agricultural processors (5.26 percent), potters 
(3.95 percent), and craftsmen/artisans (2.63 percent). Similarly, the table also shows 
the lowest percentage of respondents recording low level of change in toilet facility, 
which includes only landless agricultural labourers, who shares only 1.31 percent of 
the total respondents. 
From over all study, it has revealed that out of total respondents, the level of 
sanitation of only 38 percent participants has changed to different levels due to their 
market participation. Among different participants, more than 55 percent respondents 
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Table-5.16 Level of change in sanitation among different market participants 
through rural Periodic markets in Ambedkarnagar district -2008 
S. 
No. 
1. 
2. 
3. 
4. 
Level of 
change in 
sanitation 
High 
Medium 
Low 
Very low 
Scale of 
index 
value 
< 11.84 
11.84-5.26 
5.26-1.31 
>1.31 
Categories of Participants 
Marginal farmers and Small farmers 
Part-time traders, Full-time traders and 
Agricultural processors 
Non-agricultural processors, Potters and 
Craftsmen/Artisaris 
Landless agricultural labourers, Semi-
medium, medium and large farmers and 
others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
belongs to high category of change, and about more than one-fourth of them have 
fallen into medium category. Hence, altogether 87 percent respondents belong to first 
two categories leaving only 13 percent to low and very low categories. This summary 
makes it clear that these market centres have transformed the toilet facility of the 
different rural participants to some extent, which in turn increased the health security 
ofthe rural people. 
5.9 Changes in the Level of Electricity Consumption of Market 
Participants through Periodic Market 
Electricity is an important input to accelerate the process of production and 
thus leading to economic development and improvement in the quality of life. It is 
one ofthe critical elements in raising the standard of living of a region. The wheels of 
progress move with the flow of energy. More regular and ample is the availability of 
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energy, more even will be the path to economic development (Rehman, 2008). The 
modern living whether in rural areas or in urban areas heavily depends on new 
technology, which is power-based. Similarly, the innovations in various economic 
sectors use power to a greater extent. Hence, the level of electricity consumption in an 
area is an irrefutable indicator of economic transformation. 
Table 5.17 shows that the changes in the level of electricity consumption of 
market participants through periodic markets in Ambedkamagar district. Study 
illustrates that out of total respbndeiits, 73 percent of them acknowledged that the 
level of their electricity consumption as well as the knowledge regarding the same has 
increased to some extent due to their regular participation in these rural periodic 
markets. Whereas remaining 27 percent respondents witnessed no change in the level 
of their electricity consimiption, so they were excluded from the study. 
Through the regular visits to these market centres, the rural participants have 
exposed to the recent developments and modernization occurring into the society. 
They have come to know the importance of the electricity as well as the different 
ways through which they can make use of it for their economic welfare. It has foimd 
during field study that now a number of market participants have electric connections, 
which they have used for various purposes, from lightening bulbs to running 
tube wells. 
The present importance of electricity for the market participants can be judge 
through the fact that those respondents, who do not have electricity, take temporary 
connections from their neighbours and make use of it for lightening purpose. Now, 
the electricity becomes a symbol of social status for most of the rural market 
participants. 
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Table 5.17 Changes 
through 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Non-
agricultural 
processors 
Full-time 
traders 
Part-time 
traders 
Craftsmen/ 
Artisans 
Agricultural 
processors 
Potters 
Others 
Semi-
medium, 
medium and 
large farmers 
Landless 
agricultural 
labourers 
Total 
in the level of electricity consumption of market participants 
periodic market in Ambedkamagar district - 2008 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change in 
the level of electricity 
consumption 
No. of 
respondents 
300 
90 
85 
65 
52 
45 
40 
20 
20 
10 
03 
730 
(73.00) 
% age of 
respondents 
to total 
respondents 
41.10 
12.33 
11.64 
8.90 
7.12 
6.16 
5.48 
2.74 
2.74 
1.37 
0.41 
100.00 
Respondents 
acknowledging no change 
in the level of electricity 
consumption 
No. of 
respondents 
125 
35 
30 
20 
13 
15 
10 
15 
05 
-
02 
270 
(27.00) 
%age of 
respondents 
to the total 
respondents 
46.30 
12.96 
11.11 
7.41 
4.81 
5.56 
3.70 
5.56 
1.85 
-
0.74 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
With the change in their cropping pattern, now they need more irrigation for 
their cultivable lands. Good irrigation facilities increase the crop production, which 
leads to their econcpiic welfare. 
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Table 5.18 exhibits the changes in the level of electricity consumption of 
market participants. Study highlights that out of total respondents acknowledging 
transformation in their electricity consumption, the highest level of change has found 
in marginal farmers, followed by small farmers. They shares 41.10 percent and 12.33 
percent respectively. Hence, altogether they represents more than 63 percent share to 
total respondents. The medium level of change consists of non-agricultural processors 
(11.64 percent), full-time traders (8.90 percent), and part-time traders (7.12 percent). 
Whereas craftsmen/artisans (6.16 percent), agricultural processors (5.48 percent) and 
potters (2.74 percent) fall under the category of low change in electricity 
consumption. It has followed by very low level of change, which includes semi-
medium, medium, and large farmers (1.37 percent), landless agricultural labours (0.41 
percent) and others (2.74 percent). 
The analysis of the above study highlights that out of total respondents, the 
level of electricity consumption of 73 percent participants has changed to different 
levels due to their market participation. Among different participants, more than 53 
percent of the total respondents exhibit high level of change in electricity 
consumption. 
The medium level of change has recorded in more than one-fourth of the total 
respondents. Hence, altogether more than 81 percent respondents belong to first two 
categories i.e. high and medium. The whole analysis clearly indicates the high 
transformation in the electricity consumption of market participants, which leads to 
rural development. 
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Table-5.18 Level of change in electricity consumption among different market 
participants through rural periodic markets in Ambedkarnagar district 
-2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of change 
in electricity 
consumption 
High 
Medium 
Low 
Very low 
Scale of 
index value 
< 11.64 
11.64-6.16 
6.16-2.74 
>2.74 
Categories of Participants 
Marginal farmers and Small farmers 
Non-agricultural processors, Full-time 
traders, and Part-time traders 
Craftsmen/Artisans, Agricultural 
processors, and Potters 
Semi-medium, medium and large 
farmers; Landless agricultural labourers, 
and others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
5.10 Changes in the Level of LPG Consumption of Market Participants 
through Periodic Marl^ et 
The consumption level of LPG is a very effective indicator to gauge the socio-
economic conditions of the people of any region. The level of LPG consumption has 
directly related to the social welfare as well as economic development. More the level 
of LPG consumption more will be the economic prosperity. 
Table 5.19 highlights the changes in the level of LPG consumption of market 
participants through periodic markets in Ambedkarnagar district. Study reveals that 
out of total respondents, only 8 percent of them admitted that the level of their LPG 
consumption has changed to some extent due to their participation in different 
periodic markets. Whereas remaining 92 percent respondents witnessed no change, so 
they were excluded from the study. 
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In rural areas, the fire-works and dunk-cakes are the uhimate sources of the 
energy for cooking purposes. Rural people collect fire-works as well as make dunk-
cakes to cook their food. With the repeated exposure through these rural market 
centres, the market participants have exposed to new ideas and innovations. They 
have come to know about the modem sources of comforts and social well-being as 
well as other domestic appliances and tools, which are very useful and healthy for 
their household. With the introduction of LPG in rural areas, the market participants 
have come to know its importance and advantages through their regular visits to these 
markets. Those participants who are economically sound takes the LPG connections, 
but even today, a large number of rural participants who know its advantages are 
unable to purchase it mainly because of ever-increasing prices as well as their 
shortage because of black meirketing. However, if majority of the market pzirticipants 
are hot using LPG for cooking purposes, they have a lot of knowledge regarding their 
advantages and importance. 
Table 5.20 shows that the different level of changes in the LPG consumption 
of market participants. Study reveals that out of total respondents acknowledging 
transformation in their LPG consumption, semi-medium, medium, and large farmers 
have accounted for the highest change in their LPG consumption. They share 25 
percent to total respondents. The high level of change has also found in full-time 
traders, who shares 18.75 percent to total respondents. The medium category of 
change consists of part-time traders (12.50 percent), agricultural processors (12.50 
percent), and other participants (18.75 percent). It has followed by the lowest 
percentage of respondents recording low level of change in LPG consumption, which 
includes non-agricultural processors (6.25 percent) and craftsmen/artisans (6.25 
percent). 
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Table 5.19 Changes in the consumption level of LPG of marlu 
periodic market in Ambedkarnagar district - 200i 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Semi-medium, 
medium and 
large farmers 
Full-time 
traders 
Others 
Part-time 
traders 
Agricultural 
processors 
Non-
agricultural 
processors 
Craftsmen/ 
Artisans 
Marginal 
farmers 
Small farmers 
Potters 
Landless 
agricultural 
labourers 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change 
in LPG Consumption 
No. of 
respondents 
20 
15 
15 
10 
10 
05 
05 
-
-
-
-
80 
(8.00) 
% age of 
respondents 
to total 
respondents 
25.00 
18.75 
18.75 
12.50 
12.50 
6.25 
6.25 
0.00 
0.00 
0.00 
0.00 
100.00 
it participants through 
Respondents 
acknowledging no change 
in LPG Consumption 
No. of 
respondents 
405 
110 
100 
75 
55 
55 
45 
35 
25 
10 
05 
920 
(92.00) 
%age of 
respondents 
to the total 
respondents 
44.02 
11.96 
10.87 
8.15 
5.98 
5.98 
4.89 
3.80 
2.72 
1,09 
0.54 
100.00 
Source: Based upon the computation of primaiy data generated through survey of 1000 market 
participants in 2008. 
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Table-5.20 Level of change in LPG consumption among different market participants 
through rural periodic markets in Ambedkamagar district -2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of change 
in LPG 
Consumption 
High 
Medium 
Low 
Very low 
Scale of 
index value 
< 18.75 
18.75-6.25 
>6.25 
-
Categories of Participants 
Semi-medium, medium and large 
farmers; and Full-time traders 
Part-time traders, Agricultural processors, 
and others 
Non-agricultural processors and 
Craftsmen/Artisans 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
The overall analysis reflects that out of total respondents, the level of LPG 
consumption of only 8 percent participants has changed to different levels due to their 
market participation. Among different participants, the high level of change in the 
LPG consumption has recorded in 43.75 percent respondents. As well as the medium 
level of change has also found in 43.75 percent respondents. This show that altogether 
more than 87 percent respondents belongs to first two categories, leaving only 13 
percent to low and very low categories. This closer analysis of the above explanation 
clearly shows the very low level of change in the LPG consumption of different 
market participants. However, if majority of the market participants are not using 
LPG due to different factors, they have gained a lot of knowledge regarding their 
advantages and importance during their participation in different periodic markets. 
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5.11 Changes in the Cropping Pattern of Market Participants through 
Periodic Markets 
The change in cropping pattern is a very effective indicator to check the level 
of economic development in a region. The market liberalization policy and 
development of the agricultural marketing system significantly contributed to the 
promotion of commercial oriented agriculture in rural areas. Farmers have diversified 
their crop cultivation from solely growdng subsistence crops to combining them with 
cash crops, which provided them very high profits. The market demand for certain 
agricultural products also induced changes in the cropping pattern. 
Table 5.21 exhibits the changes in the cropping pattern of different classes of 
market participants through periodic markets in Ambedkamagar district. Study shows 
that the cropping pattern of 79.5 percent of the total respondents has changed due to 
their participation in these rural periodic markets, whereas remaining 20.5 percent 
respondents witnessed no change, so they were excluded from the study. Most of the 
respondents acknowledged that the market demands for certain agricultural products, 
high market price of certain crops as well as the knowledge of changes in agricultural 
technology are the major factors, which induced the changes in their cropping pattern. 
Study reveals that during different market days a lot of farmers, buyers, and 
sellers have attended different markets in the study area. With their participation in 
the^e markets, they have come to know the recent trends, changes as well as the 
demands of the market. The major factors, which induced the changes in their 
cropping pattern along with their decision-making processes, are the high demand of 
certain agricultural products in the market as well as the high market price of certain 
crops. Furthermore, with their regular participation and social gathering into different 
periodic markets they have come to know the recent changes in the agricultural 
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technology, by way of high-yielding variety of seeds, chemical fertilizers, pesticides, 
and modem agricultural machineries. This modernization packages increased the 
yield by two or three times. During survey it was found at different rural periodic 
markets like Uthrathu (Tanda block), Malipur (Jalalpur block), Endaipur (Ramnagar 
block) as well as Rampur Sakarwari (Akbarpur block) that now farmers sown only 
those crops which can give them more profits. 
Table 5.21 Changes in the cropping pattern of market participants through periodic 
markets in Ambedkarnagar district - 2008 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
Market 
Participants 
Marginal 
farmers 
Small farmers 
FuU-time traders 
Non-agricultural 
processors 
Part-time 
traders 
^ricnltural 
processors 
Craftsmen/ 
Artisans 
Others 
Potters 
Semi-medium, 
medium and 
lar^e farmers 
Landless 
agricultural 
labourers 
Total 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Respondents 
acknowledging change in 
cropping pattern 
No. of 
respondents 
410 
85 
61 
60 
56 
40 
38 
IS 
12 
10 
05 
795 
(79.50) 
% age of 
respondents 
to total 
respondents 
51.57 
10.69 
7.67 
7.55 
7.04 
5.03 
4.78 
2.26 
1.51 
1.26 
0.63 
100.00 
Respondents 
acknowledging no change 
in cropping pattern 
No. of 
respondents 
15 
40 
54 
25 
09 
20 
12 
17 
13 
-
-
205 
(20.50) 
%age of 
respondents 
to the total 
respondents 
7.32 
19.51 
26.34 
12.20 
4.39 
9.76 
5.85 
8.29 
6.34 
-
-
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 marlcet 
participants in 2008. 
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Now, they are more market oriented than traditional and sown peppermint, 
sugarcane, cauliflower, ladyfinger, etc., which can give them high returns as 
compared to the others. 
Table 5.22 highlights the level of changes in the cropping pattern of market 
participants. Study shows that out of total respondents acknowledging transformation 
in their croppmg pattern, marginal farmers are accounted for the highest change in 
their cropping pattern. They represents 51.97 percent share to total respondents. The 
share of small farmers is 10.69 percent, which has also registered high level of 
change. Full-time traders (7.67 percent), non-agricultural processors (7.55 percent), 
and part-time traders (7.04 percent) come under the medium category of change, and 
represents about 26 percent of the total respondents. It has followed by low category 
of change, which includes agricultural processors (5.03 percent), craftsmen/artisans 
(4.78 percent), and others (2.26 percent). 
Table-5.22 Level of change in cropping pattern among different market participants 
through rural periodic markets in Ambedkarnagar district -2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of change in 
cropping pattern 
High 
Medium 
Low 
Very low 
Scale of 
index value 
• < 7.67 
7.67-5.03 
5.03-1.51 
>1.51 
Categories of Participants 
Marginal farmers, and Small farmers 
Full-time traders. Non-agricultural 
processors, and Part-time traders 
Agricultural processors, 
Craftsmen/Artisans, and others 
Semi-medium, medium and large 
farmers; Landless agricultural 
labourers, and Potters 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
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Similarly, the table also shows the lowest percentage of respondents recording 
very low level of change in cropping pattern, which include potters (1.51 percent), 
semi-medium, medium, and large farmers (1.26 percent), and landless agricultural 
labourers (0.63 percent). 
The scrutiny of the above results clearly shows that out of total respondents, 
the cropping pattern of 79.5 percent participants has changed to different levels due to 
their market participation. Among different participants, about more than 62 percent 
respondents belongs to high category of change, and nearly one-fourth respondents 
fall in the medium category. Thus, nearly 89 percent respondents have registered a 
very strong sign of transformation in their cropping pattern. Whereas, only 11 percent 
respondents belongs to low and very low categories of change. The above analysis 
reflects the viewpoint that due to periodic markets, the cropping pattern of the market 
participants has transformed largely, which has ultimately increased their income and 
economic development. 
5.12 Changes in the Livestock-Rearing Pattern of Market Participants 
through Periodic Markets 
Livestock rearing is an important segment of Indian agriculture. It is an 
integral part of rural economy. It plays a catalytic role in modeling the socio-
economic profile of the rural masses through the production of milk, meat and 
assisting the agricultural operations in many ways. It emerged as an important growth 
leverage of rural economy and considered as an option of rural employment and 
upgrading the rural health through increasing nutrition intake per head (Ali, M., 
2008). 
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Livestock transaction is a special feature of the rural periodic markets (Khan, 
et al, 2006). These markets act as a nodal point from where different livestock like 
buffalo, cattle, goat, as well as sheep has traded to fulfill the requirement of 
agriculture, transportation, and for economic and nutritional security at grass roots 
level. The livestock trade with the terminal markets, have also links with these rural 
markets, where large scale transaction takes place to fulfill the demands of meat and 
milk as well as their oriented products in the urban areas (Ali, M., 2008). 
Table 5.23 illustrates the changes in the livestock-rearing pattern of market 
participants through periodic markets in the Ambedkamagar district. Study shows that 
out of total respondents, the livestock-rearing pattern of 71.70 percent participants has 
changed to some extent due to their participation in these rural periodic markets, 
whereas remaming 28.30 percent respondents witnessed no change in their livestock-
rearing pattern, so they were excluded from the study. Most of the respondents 
admitted that the nature of their livestock rearing has transformed according to the 
economic viability as well as market demand of different livestock. During survey, it 
has found that more than 70 percent market participants are engaged in livestock 
rearing. They raise livestock for two purposes, firstly, for their own use and secondly, 
for selling into the rural periodic markets to earn money. 
Since, these rural markets act as catalysts for the diffusion of innovations and 
new ideas, and can be a significant factor in bringing about social and economic 
change in rural areas, different consumers and traders with their regular participation 
into these markets have exposed to the recent advancements as well as changes into 
the livestock rearing. They become aware about the recent demand of the market, and 
according to which they raised their livestock. In the study area, the cattle rearing 
have reduced to some extent as compared to buffalo and goat. 
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Table 
S. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
5.23 Changes 
through 
Market 
Participants 
Marginal 
farmers 
Small 
farmers 
Full-time 
traders 
Part-time 
traders 
Agricultural 
processors 
Craftsmen/ 
Artisans 
Non-
agricultural 
processors 
Potters 
Others 
Semi-
medium, 
medium and 
large 
farmers 
Landless 
agricultural 
labourers. 
Total 
in the livestock rearing pattern of market participants 
periodic markets in Ambedkarnagar district - 2008 
Total no. 
of 
market 
participants 
425 
125 
115 
85 
65 
60 
50 
35 
25 
10 
05 
1000 
Resp< 
acknowlec 
in livestfl 
pal 
No. of 
respondents 
290 
87 
83 
79 
44 
43 
40 
22 
19 
05 
05 
717 
(71,70) 
)ndents 
ging change 
ck rearing 
ttern 
% age of 
respondents 
to total 
respondents 
40.45 
12.13 
11.58 
11.02 
6.14 
6.00 
5.58 
3.07 
2.65 
0.70 
0.70 
100.00 
Respo 
acknowledgi 
in livestoi 
pati 
No. of 
respondents 
135 
38 
32 
06 
22 
16 
10 
13 
06 
05 
-
283 
(28.30) 
ndents 
ng no change 
:k rearing 
tern 
%age of 
respondents 
to the total 
respondents 
47.70 
13.43 
11.31 
2.12 
7.77 
5.65 
3.53 
4.59 
2.12 
1.77 
• - • - • 
100.00 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
It is mainly because the economic viability of the cattle is low as compared to 
others. Expansion of mechanization in agriculture as well as religious sanctions in 
slaughter is the major factors for the reduction in their demand. They have mainly 
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reared for milk, which also have a very low fat content. The periodicity of their 
pregnancy is also low, which makes low economic returns. However, as far as buffalo 
and goat is concern, they have a very high market value. Buffalo has reared mainly 
for meat and milk. Their demand is very high in meat industry as well as for their 
good quality milk. The demand of goats is also very high in the study area. It is 
because of the fact that their meat has largely accepted in each social group, unlike 
beef They are reared by the poor and women, as the goats are women's resource, and 
poor's cow (Ali, 2008). People of lower economic strata prefer them because they get 
quick economic returns after selling them. 
Table 5.24 exhibits the different level of changes in the livestock-rearing 
pattern of market participants through periodic markets. Study reveals that out of total 
respondents acknowledging transformation in their livestock-rearing pattem, marginal 
farmers have accounted for the highest change. They share 40.45 percent to total 
respondents. The high level of change has also found in small farmers. They share 
12.13 percent to total respondents. The medium category of change consists of full 
time traders (11.58 percent), part time traders (11.02 percent), and agricultural 
processors (6.14 percent). Whereas the craftsmen/artisans, non-agricultural processors 
and potters represents the low category of change. They shares 6.0 percent, 5.58 
percent, and 3.07 percent respectively to the total respondents. It has followed by the 
lowest percentage of respondents recording very low change in the livestock-rearing 
pattem, which includes semi-medium, medium and large farmers (0.70 percent) and 
landless agricultural labourers (0.70 percent) and others (2.65). 
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Table-5.24 Level of change in livestock rearing pattern among different market 
participants through rural periodic markets in Ambedkarnagar district 
-2008 
s. 
No. 
1. 
2. 
3. 
4. 
Level of 
change in 
livestock 
rearing 
pattern 
High 
Medium 
Low 
Very low 
Scale of 
index 
value 
< 11.58 
11.58-6.14 
6.14-2.65 
>2.65 
Categories of Participants 
Marginal farmers, and Small farmers 
Full-time traders, Part-time traders, and 
Agricultural processors 
Craftsmen/Artisans, Non-agricultural 
processors, and Potters 
Semi-medium, medium and large farmers; 
Landless agricultural labourers, and others 
Source: Based upon the computation of primary data generated through survey of 1000 market 
participants in 2008. 
The overall analysis reflects that out of total respondents, the livestock-rearing 
pattern of more than 71 percent participants has changed to different levels due to 
their market participation. Among different participants, the high level of change in 
the livestock-rearing pattern has recorded in more than 52 percent respondents. 
Whereas 28 percent market participants belongs to the category of medium level of 
change. This shows that altogether more than 81 percent respondents belong to first 
two categories, leaving only 19 percent to low and very low categories. This closer 
analysis clearly indicates the role played by these rural markets in transforming the 
livestock-rearing pattern of the study area. 
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Conclusion 
The present study analyses the geographical profile of the study region as well 
as the spatio-temporal distribution of rural periodic markets and their role in socio-
economic transformation of rural areas in Ambedkamagar district in LIttar Pradesh 
Study shows a great diversification and variation in physical, economic, social and 
cultural attributes of the region. The district forms a part of Ghagra basin and consists 
of a level plain of uniform character. The variation in flatness is caused by various 
rivers, streams and drainage channels which flow along the length of the district. 
Agriculture occupies the most important place in the economy of the district. About 
91 percent population lives in villages whose main occupation is agricultural farming, 
and they are mostly depends upon agriculture for their livelihood. The main feature of 
the area is the diversified form of agriculture, in terms of cultivation of crops. Though 
agriculture plays a vital role in the economy of the district and several varieties of 
crops are being cultivated, backward economy prevails in many parts of the district. 
The main reason for such backwardness is inadequate transport and market facilities. 
Demographically, the Ambedkamagar district is one of the most density 
populated district of the Uttar Pradesh, with a density of 858 persons per sq km. The 
distribution of population clearly indicates that there is considerable variation in the 
number of people living in the different blocks of the district. The main cause for this 
uneven distribution can be attributed to the existence of plain and fertile land, the 
level of urbanization, industrialization and the facilities of market, transportation and 
commerce. Economically, the district is very backward in infrastructure as well as 
industrial development. 
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Study highlights that the periodic markets are unevenly distributed in time and 
space because of physio-cuitural as well as socio-economic diversity in the district. 
The district have in total 179 periodic markets, which are distributed over an area of 
2361.03 sq km. It also exhibits that the number of periodic markets varies among 
different blocks of the district. The maximum number of periodic markets is situated 
in Akbarpur block (30), while the minimum number is recorded in Katehri (08). The 
periodicity of the markets also varies from region to region influenced by regional, 
cultural economic and religious diversity. The markets are held on different days of 
the week in order to make it convenient for both the traders and consumers. Out of 
total periodic markets in the district, 27 are weekly and 152 are bi-weekly. The tri-
weekly markets are totally absent in the study area. The block level study shows that 
more than 84 percent of total periodic markets in the study area are bi-weekly 
markets. The largest number of weekly markets has been recorded in Bhiyaon block 
(10). Whereas, Katehri and Akbarpur blocks do not have any weekly periodic 
markets, hi case of bi-weekly markets, Akbarpur block has the highest number of 
markets i.e. 30, whereas Katehri block has the lowest number, i.e. only 08. 
In the study area, all the periodic markets are distributed among seven days of 
the market week. In a week time, 179 periodic markets are furnished with 331 market 
meetings, which include 152 bi-weekly as well as 27 weekly market centres. The day 
on which the markets held is also an important consideration in the study area. 
Different markets have held on different days of the week. Such an arrangement has 
related to socio-economic and religious causes. Study illustrates that like 
distributional pattern of rural markets, their frequency also varies among different 
blocks of the district. The total number of market frequency for the district is 330, 
which is spread over all the seven days of the week. Market meeting or frequency of 
190 
market varies from block to block, and also from day to day. The frequency of 
markets on different days ranges from 35 on Saturday to 61 on Saturday. There is a 
concentration of market meetings on Saturday, owing to the weekend market day. 
Similarly, Friday and Monday has considered as being auspicious days among 
Muslims and Hindus respectively. 
In the district, each market tends to serve a definite area around it. On an 
average, each market centre serves 13.19 sq km area of the district, but it varies 
among different blocks. The blocks like Bhiti, Katehri, Akbarpur and Tanda show 
average area higher than the district average. Each periodic market also serves a 
definite proportion of population in the area around it. It is observed that on an 
average each market serves 11323.33 persons of the district and it varies from one 
block to another. Three blocks of the study area viz., Katehri, Tanda and Bhiti serves 
more people than the district average due to the less number of periodic markets. 
Whereas Jalalpur which also serves more average population than the district average, 
have large number of periodic markets and block population. The remaining blocks 
tends to serve less average population than the disfrict average due to more number of 
markets. Similarly, the average rural population, SC and ST population served by per 
periodic market are 10311.64 persons, 2767.46 persons and 0.80 persons respectively. 
Study shows that there exists a great variation among different blocks of the district. 
The average literate population as well as the average participants at primary school 
level served by per periodic market is 5332.61 persons and 3727.29 participants 
respectively. In the study area, each periodic market serves a number of industries, 
livestock as well as banks around it. On an average, each periodic market in the 
district serves 18.89 industries, 3474.87 livestock and 1.70 banks. 
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In the rural developing economy of Ambedkarnagar district, the periodic 
markets are the most important socio-economic institutions. They play vital role in 
designing and shaping the socio-economic and cultural panorama of rural masses in 
their surroimding areas. These markets are attended by peoples of different religions 
and castes. These market participants at the same time also belong to the different 
social as well as economic classes and strata. These periodic markets are used chiefly 
by the lower economic classes because these markets transact local produce and cheap 
consumer goods. The villagers with low purchasing capacity avail the consumer 
goods locally. The people from deprived and backward castes, and small and medium 
size-income groups are foimd in higher proportion owing to the fact that the 
commodities of low-income range and local production are usually exchange in these 
markets. 
Study reveals that 85 percent of the total respondents acknowledged that their 
income level has changed due to their regular participation in these rural periodic 
markets. These participants, who mainly belong to lower economic strata, come to 
these rural markets, either to sell their perishable or non-perishable goods or to buy 
them. Whereas, traders buy different commodities from these markets at a much 
cheaper rate and sell them at a bigger price into the other big market centres. With 
their participation in periodic markets, the farmers and sellers have come to know 
about the recent frends and demand of the market. They become aware of the market-
oriented crops, and sown only those crops which can have high market value as well 
as quick economic return. Study highlights that marginal and small farmers are 
accounted for the highest change in their income level. It is mainly due to the fact that 
these markets are used chiefly by the lower classes. The marginal as well as small 
farmers are found in higher proportions in these rural markets. Ultimately, they 
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experienced higher changes in their income level due to their participation in these 
rural markets. 
The saving as well as the purchasing power of market participants has 
increased to some extent because of the increase in their income level. 85 percent 
respondents admitted that due the increase in their purchasing power, now they are 
able to access the basic welfare means, which are essential for their daily requirement 
and living. Whereas 64.4 percent respondents acknowledged that the level of their 
saving has increased because of the increase in their income level. Now, they are 
more conscious about their future insurance and planning. They deposit their earning 
and saving into different banks and in turn get more interest on it. Through these 
banks, the farmers and cultivators get loans and other economic supports, which are 
very beneficial for their economic welfare and development. 
hi the study area, the attitude of different market participants towards 
education has changed to some extent. Now, most of the market participants whether 
they are buyers, sellers or traders, or belongs to any socio-economic strata are of the 
view that they want their children to be educated, so that they can read and write any 
thing, which will help them to do any thing in a proper manner. Study clearly 
indicates that the educational level of 75 percent of the total respondents has changed 
to some extent due to their market participation. Among different participants, more 
than 50 percent respondents belong to high category of change. 
With the increase in the income and saving power of different market 
participants, now they are more conscious about their health status. Study highlights 
that 64 percent respondents acknowledged that their health status has changed to some 
extent due to their regular participation in these rural markets, and made them much 
aware about their quality of life and health. With the visit of different buyers and 
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sellers from various parts of the region, the market participants have come to know 
about the various measures and controls, which are essential for their good healthy 
life. They get familiar with various medical facilities available in the near-by villages 
and towns. Government with the help of local people organizes training camps into 
these markets to train the rural masses in health related issues. Some important issues 
like polio, AIDS, family plaiming, deficiency diseases in children and feeding 
mothers has been mainly taken into consideration. Some special issues that has related 
to drinking water and hygiene has taken very seriously because dirty hygienic as well 
as drinking water conditions leads to very serious diseases and health hazards like 
Cholera and Malaria. 
Study exhibits that only 40 percent respondents have acknowledged that their 
access to the safe drinking water has improved to some extent due to their 
participation in different markets. With their interaction with different traders, buyers 
and sellers at different periodic markets, they have obtained useful information 
regarding the safe sources of drinking water and the factors, which are responsible for 
their contamination. They also get a lot of information through social gathering as 
well as through newspapers that are available at different tea stalls and hotels. The 
knowledge of only 38 percent respondents regarding the toilet facilities has improved 
to some extent. In case of the change in the level of sanitation, only 38 percent 
respondents admitted that their knowledge regarding toilet facility has improved 
through these markets. Earlier, almost everyone has used open fields to ease them. 
They practiced open defecation and unsafe disposal of human excreta, which 
constituted a major threat to the health of the people. These unhealthy practices led to 
high levels of infectious diseases, illness, and some times deaths. The major 
constraints behind these problems are financial difficulties, insufficient community 
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involvement, lack of hygiene education, people's attitude towards sanitation as well 
as political commitment and most importantly the insufficient information and 
communication. With the interaction of different types of people, rural market 
participants have come to know about the various government programmes through 
which they can construct individual household latrines into their houses. Taking into 
consideration the importance of these market centres for rural people, government 
organizes different awareness programme to educate the rural participants in health 
and sanitation related issues. Also due to the outside exposure, the rural farmers have 
come to know the different types of low-cost latrines, which they can construct into 
their houses. 
In case of housing condition, only 52 percent respondents acknowledged that 
their housing condition has changed to some extent because of the increase in their 
income level. With the exposure to the outside world through periodic marketing, 
rural participants have reorganized the nature of their houses according to their 
economic status. Earlier, the majority of the farmers and sellers were lived in kuchha 
houses and huts. Their houses were in bad shape, were mainly made up of mud walls, 
and thatched roofs, which they could not renovate armually due to lack of financial 
resources. However, now they are constructing some pucca (made up of bricks and 
cement) portions into their houses. They are gradually changing their mud-thatched 
houses into mud-tiles, bricks-tile and into remiforced bricks and cements. Marginal 
and small farmers are accounted for the highest change in their housing condition due 
to periodic marketing. 
The level of electricity consumption in an area is an irrefutable indicator of 
economic transformation. In the study area, 73 percent respondents admitted that the 
level of their electricity consumption as well as the knowledge regarding the same has 
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increased to some extent. Through the regular visits to these market centres, the rural 
participants have exposed to the recent developments and modernization occurring 
into the society. They have come to know the importance of the electricity as well as 
the different ways through which they can make use of it for their economic welfare. 
It has found during field study that now a number of market participants have electric 
connections, which they have used for various purposes, from lightening bulbs to 
ruiming tube wells. The present importance of electricity for the market participants 
can be judge through the fact that those respondents, who do not have electricity, take 
temporary connections from their neighbours and make use of it for lightening 
purpose. Now, the electricity becomes a symbol of social status for most of the rural 
market participants. With the change in their cropping pattern, now they need more 
irrigation for their cultivable lands. Good irrigation facilities increase the crop 
production, which leads to their economic welfare. 
In the Ambedkamagar district, only 8 percent markets respondents admitted 
that the level of their LPG consumption has changed to some extent whereas 
remaining 92 percent witnessed no change. With the repeated exposure through these 
rural market centres, the market participants have exposed to new ideas and 
innovations. They have come to know about the modem sources of comforts and 
social well-being as well as other domestic appliances and tools, which are very 
useful and healthy for their household. With the introduction of LPG in rural areas, 
the market participants have come to know its importance and advantages through 
their regular visits to these markets. Those participants who are economically sound 
e.g. medium and large farmers and big traders, takes the LPG connections, but even 
today, a large number of rural participants who know its advantages are unable to 
purchase it mainly because of low income, ever-increasing prices as well as their 
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shortage because of black marketing. However, if majority of the market participants 
are not using LPG for cooking purposes, they have a lot of knowledge regarding their 
advantages and importance. 
Study highlights that the cropping pattern of 79.5 percent respondents has 
changed to great extent due to these rural markets. Most of the respondents 
acknowledged that the market demands for certain agricultural products, high market 
price of certain crops as well as the knowledge of changes in agricultural technology 
are the major factors, which induced the changes in their cropping pattern. The major 
factors, which induced the changes in their cropping pattern along with their decision-
making processes, are the high demand of certain agricultural products in the market 
as well as the high market price of certain crops. Furthermore, with their regular 
participation and social gathering into different periodic markets they have come to 
know the recent changes in the agricultural technology, by way of high-yielding 
variety of seeds, chemical fertilizers, pesticides, and modem agricultural machineries. 
This modernization packages increased the yield by two or three times. During survey 
it was found at different rural periodic markets like Uthrathu (Tanda block), Malipur 
(Jalalpur block), Endaipur (Ramnagar block) as well as Rampur Sakarwari (Akbarpur 
block) that now farmers sown only those crops which can give them more profits. 
Now, they are more market oriented than traditional and sown peppermint, sugarcane, 
cauliflower, ladyfmger, etc., which can give them high returns as compared to the 
others. 
Livestock transaction is a special feature of the rural periodic markets. The 
livestock-rearing pattern of 71.70 percent participants has transformed to great extent 
due to rural periodic marketing. Most of the respondents admitted that the nature of 
their livestock rearing has transformed according to the economic viability as well as 
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market demand of different livestock. During survey, it has found that more than 70 
percent market participants are engaged in livestock rearing. They raise livestock for 
two purposes, firstly, for their own use and secondly, for selling into the rural periodic 
markets to earn money. Different consumers and traders with their regular 
participation into these markets have exposed to the recent advancements as well as 
changes into the livestock rearing. They become aware about the recent demand of the 
market, and according to which they raised their livestock. In the study area, the cattle 
rearing have reduced to some extent as compared to buffalo and goat. It is mainly 
because the economic viability of the cattle is low as compared to others. Expansion 
of mechanization in agriculture as well as religious sanctions in slaughter is the major 
factors for the reduction in their demand. They have mainly reared for milk, which 
also have a very low fat content. The periodicity of their pregnancy is also low, which 
makes low economic returns. However, as far as buffalo and goat is concern, they 
have a very high market value. Buffalo has reared mainly for meat and milk. Their 
demand is very high in meat industry as well as for their good quality milk. The 
demand of goats is also very high in the study area. It is because of the fact that their 
meat has largely accepted in each social group, unlike beef People of lower economic 
strata prefer them because they get quick economic returns after selling them. 
It is quit clear from the above discussion that the periodic markets have been 
proved to be an incentive of economic growth at the local level. These markets are the 
most important socio-economic institutions in the rural developing economy of the 
study area. Such rural markets centres act as a platform for socio-economic 
transformation of rural areas in the Ambedkamagar district. 
For integrated rural development, formulation of proper organizational, 
functional and infrastructural plans for rural market development is the need of time. 
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For this purpose, those areas, which do not have sufficient number of markets or 
unserved by such markets must be identifying. In the Ambedkamagar district, Katehri 
and Bhiti blocks have very limited number of such markets, which are not effective. 
Thus,, in these blocks, periodic markets can be developed at new sites also. This step 
will definitely prove finiitfiil to the rural people and provide an alternative facility of 
marketing that will be economical as well as save time. However, those blocks, which 
have adequate number of periodic markets, they only required improvement in their 
organizational set up. 
Besides their important role in rural transformation, these markets are lacking 
behind in economic as well as infi-astructural facilities. The major problems faced by 
the market participants are the insufficient space to accommodate the huge gathering 
of the people, exploitation of small producers, who bring their products for sale, 
storage facility, proper covered space, drinking water facility, poor parking space for 
cattle and vehicles. Other major problems faced by the participants are the 
unavailability of telephone facilities, adequate transportation, proper food and resting 
place. During market day, if the farmers and sellers are unable to sell off their 
produce, they have to take it back with them or sell off at much cheaper rates because 
of the unavailability of storage facility for their goods and resting place during the 
night. Adequate security is also a very big problem for the traders and sellers. 
To overcome these problems, effective and adequate plans should be 
formulate at grass roots level. While considering a strategy for the rural development 
in the Ambedkamagar district, the periodic markets strikingly attract the attention for 
their significance in the development plans. The present investigation may be helpful 
in the development of rural periodic markets as well as in designing and projecting 
plans for integrated rural development in other areas of the country. These markets 
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can support the concept of "grass roots" level development and present bases for the 
"planning from below". The planning based on this parameter for rural development 
may remove spatial and social inequality in any sphere. 
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Periodic markets: A source of income generation 
Vegetable marketing through periodic markets 
Fresh vegetables a special product of rural periodic markets 
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Female participation: A female vegetable seller with their male counterpart 
Livestock transaction: A special feature of the rural periodic markets 
Periodic markets: As nodal point for livestock transaction 
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Livestock traders with a researcher 
Periodic markets: A center of diffusion for rural masses 
\u¥] 
Mill-made and ready-made garments shop in a periodic market 
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Socio-cultural transformation: Stall selling foot wares 
Female participation in periodic markets 
Rural-Urban linkage: Sellers selling urban products into rural markets 
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A shopkeeper selling electronic goods at a periodic markets 
Economic transformation: A vegetable seller with his TVS motorcycle 
Periodic markets: An authorised public gathering of buyers and sellers 
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Periodic markets: A place of social gathering and recreation 
A merchant with his products 
. . - '•^^- ' * / ' < » ^ 
A shopkeeper selling branded food products in a rural periodic market 
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Appendix-I 
List of periodic markets situated in different blocks of Ambedkamagar 
district - 2008 
Locational 
code no. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12, 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
Name of periodic markets 
Mohammadpur Raiganj 
Basohri 
Mijhaura 
Dharampur 
Bhiti 
Pamauli 
Bangaon 
Atraura 
Hindi Pakariya 
Khajuri 
Rambaba 
Sanepur 
Raniwa Jalalpur 
Adanpur 
Pratappur Chamarkha 
Khemapur 
Ashrafpur Barwa 
Annawan 
Aurang nagar 
Maharuwa 
Semri 
Naseerpur 
Barhipur 
Dahirpur 
Aria bazar 
AsiirafiJur Pachukh 
Palia Klyanpur 
Ramnagar Narsinghpur 
Keshopur 
Salahuddinpur 
Rampur Rampatti 
Amrauia 
Mubarakpur 
Kurki bazar 
Sadarpur 
Rampur Sakarwari 
Kurcha 
Bhansar 
Saidapur 
Katui 
Blocks 
Bhiti 
Katehri 
Akbarpur 
Market Day 
Th., Mon. 
Mon., Fri. 
Men., Fri. 
Thurs. 
Wed., Sat. 
Mon., Fri. 
Fri. 
Tues. 
Sat. 
Men., Fri. 
Wed., Sun. 
Tues., Sat. 
Thurs., Fri. 
Sat. 
Tue., Fri. 
Men., Thurs. 
Sat., Thurs. 
Wed., Sat. 
Men., Fri. 
Thurs., Sun. 
Men., Fri. 
Wed., Sat. 
Wed., Sat. 
Wed., Sun. 
Sun., Fri. 
Fri., Thurs. 
Men., Fri. 
Men., Fri. 
Men., Fri. 
Men., Fri. 
Sat., Fri 
Sat., Fri. 
Thurs., Sun. 
Sat., Wed. 
Sun., Thurs. 
Tues., Sat 
Wed., Sun. 
Sun., Thurs. 
Tue., Sat. 
Sun., Thurs. 
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41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
51. 
52. 
53. 
54. 
55. 
56. 
57. 
58. 
59. 
60. 
61. 
62. 
63. 
64. 
65. 
66. 
67. 
68. 
69. 
70. 
71. 
72. 
73. 
74. 
75. 
76. 
77. 
78. 
79. 
80. 
81. 
82. 
83. 
84. 
85. 
86. 
87. 
88. 
89. 
Bariyawan 
Sikandarpur 
Saspana 
Tara Khurd 
Jamunipur 
Rasoolpur Diyara 
Jafarganj 
Sammanpur 
Balai Ramnagar 
Sivra Nali 
Sonegaon 
Sultangarh 
Karampur Barsawan 
Mahuwari 
Aurangabad 
Makhdoom 
Jot Jaina 
Kahrahi 
Rampur Kala 
Bahrapur 
Utrethu 
Chitwai 
Nasrullahpur 
Saddarpur 
Daulatpur 
Aaenwan 
Surapur 
Katria Colony 
Kedamagar 
Limuhani Hajal Patti 
Ajmeri Badshahpur 
Murera 
Narain Preetampur 
Bholepur 
Naurahni Rampur 
Fedipur Ganeshpur 
Nasirabad 
Narkata Bairajipur 
Ahujhipur 
Hanswarpur 
Baniyani 
Mohammadpur 
Daulatpur Hajal Patti 
Mujahidpur 
Barhi 
Masra 
Kichhaucha 
Baskhari 
Ramdeeh Sarai 
Tanda 
Baskhari 
Mon., Fri. 
Tues., Fri. 
Tues., Sat. 
Mon., Fri. 
Mon., Thurs. 
Thurs., Sun. 
Fri., Sat. 
Sun., Tues. 
Wed., Fri. 
Fri., Tues. 
Sun., Thurs 
Thurs., Sat. 
Mon., Thurs. 
Mon., Thurs. 
Thurs., Sun. 
Tue., Sat. 
Tue., Sat. 
Tue., Sat. 
Wed., Sat. 
Wed., Sat. 
Thurs. 
Wed., Fri. 
Fri., Mon. 
Sun., Thurs. 
Wed., Sat. 
Tues., Sat. 
Mon., Fri. 
Thurs., Fri. 
Mon. 
Fri., Thurs. 
Mon., Thurs. 
Sat., Tues. 
Mon., Thurs. 
Sat. 
Mon., Fri. 
Mon., Fri. 
Mon., Fri. 
Tues. 
Mon., Fri. 
Mon., Thurs. 
Wed., Thurs. 
Wed., Sat. 
Sun., Thurs. 
Mon., Tues. 
Tues., Sat. 
Tues., Sat. 
Thurs., Sun. 
Wed., Sat. 
Wed., Sat. 
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90. 
91. 
92. 
93. 
94. 
95. 
96. 
97. 
98. 
99. 
100. 
101. 
102. 
103. 
104. 
105. 
106. 
107. 
108. 
109. 
110. 
111. 
112. 
113. 
114. 
115. 
116. 
117. 
118. 
119. 
120. 
121. 
122. 
123. 
124. 
125. 
126. 
127. 
128. 
129. 
130. 
131. 
132. 
133. 
134. 
135. 
136. 
137. 
138. 
Saidpur Leduwa 
Makrahi 
Chahora Sheehpur 
Lakhmipur 
Jamalpur 
Mader Mau 
Ashrafabad 
Ramnagar 
Hisamuddinpur 
Paghara 
Bukia 
Faizullahpur 
Indaipur 
Neeba 
Kamaipur 
Newari 
Amola Buzurg 
Dhoibajwa 
Husainpur 
Shukul Bazar 
Aaropur 
Kaudahi 
Mirza Masena 
Achte 
Hichnapur 
Kinupur 
Baragao 
Paarthupur 
Kathmorwa 
Kamaipur Pikar 
Deolar 
Pikora Khurd 
Madaunia 
Garhual 
Mubarakpur Anjan 
Ahrauli Rani mau 
Shankarpur Tappa Hakeli 
Deoria Buzurg 
Tenduwai Kala 
Chakbelwa 
Sabitpur 
Balrampur 
Giraiya Bazar 
Jahangirganj 
Raje Sultanpur 
Nariyon Maanpur 
Ruknuddinpur 
Nagpur 
Daudpur 
Ramnagar 
Jahangirganj 
Jalalpur 
Thurs., Tues. 
Tues., Sat. 
Mon., Thurs. 
Fri. 
Wed., Sat. 
Wed., Sat. 
Mon., Thurs. 
Wed., Sat. 
Sun., Wed. 
Tues., Sat. 
Mon., Thurs. 
Wed., Sat. 
Mon., Fri. 
Tue., Fri. 
Fri., Sat. 
Wed., Sat. 
Wed., Tues. 
Fri 
Mon., Fri. 
Wed., Sat. 
Sat. 
Thurs. 
Tues., Fri. 
Sun., Thurs. 
Tue., Fri 
Wed., Sat. 
Tue., Fri 
Sun., Thurs. 
Tue., Sat. 
Sun., Thurs. 
Wed., Sat. 
Mon., Thurs. 
Mon., Fri. 
Wed. 
Wed., Sun. 
Wed., Sun. 
Wed., Sat. 
Wed., Sat. 
Tues., Sat. 
Mon., Tues. 
Wed., Sat. 
Mon., Fri. 
Thurs., Sun. 
Wed., Fri. 
Fri., Wed. 
Sat., Tues. 
Mon., Fri. 
Mon., Tues. 
1 Sun., Thurs. 
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139. 
140. 
141. 
142. 
143. 
144. 
145. 
146. 
147. 
148. 
149. 
150. 
151. 
152. 
153. 
154. 
155. 
156. 
157. 
158. 
159. 
160. 
161. 
162. 
163. 
164. 
165. 
166. 
167. 
168. 
169. 
170. 
171. 
172. 
173. 
174. 
175. 
176. 
177. 
178. 
179. 
Katghar Musa 
Barepur 
Rasoolpur Balsarganj 
Kandipur 
Patti Mudin 
Khajri Karodi 
Dharua 
Rampur Dube 
Malepur 
Ajanpura 
Rudauli Mafi 
Maulanapur 
Kasimpur Karbala 
Hajpura 
Kakrahi 
Jalalpur 
Maguradeela 
Jamoliganj 
Surhurpur 
Chaddi 
Mathura Rasoolpur 
Bhiyaon 
Dulhepur Kala 
Gauri Baral 
Ajmalpur 
Parbatpur 
Ratna 
Mundera 
Bandipur 
Ambarpur 
Nedawa Kala 
Amadahi 
Ashapur 
Pura Baldahi 
Sakra Dakkhin 
Madhopur 
Bichhaila 
Gopri Chandpur 
Rafiganj 
Katka 
Chainpur 
Bhiyaon 
Sun., Thurs 
Fri., Mon. 
Thurs., Sun. 
Tues., Sat. 
Men., Fri. 
Sat., Tues. 
Wed., Sun. 
Sat., Thurs. 
Men., Fri. 
Sat., Tue. 
Tues., Sat. 
Men., Sat. 
Fri 
Mon., Fri. 
Sun., Wed. 
Fri. 
Tues., Fri. 
Thurs., Sun. 
Thurs., Mon. 
Tue. 
Sat., Wed. 
Thurs., Sun. 
Wed., Sat. 
Fri. 
Mon. 
Sat. 
Sun. 
Tue., Sat. 
Fri., Mon. 
Mon., Thurs. 
Sun., Wed. 
Thurs. 
Sat. 
Wed., Sun. 
Mon. 
Thurs. 
Sat. 
Fri., Sat. 
Mon. 
Thurs., Sun. 
Fri., Sun. 
Source: Zila Panchayat Office, Ambedkamagar District, 2008. 
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Appendix-II 
QUESTIONNAIRE 
FOR THE FIELD SURVEY 
General Profile of the Respondents 
Name: 
Age: 
Sex: 
Caste/Religion: 
Marital Status: 
Family Size: 
a. Up to 4 b. Between 4-8 c. Between 8-12 d. More Than 
Educational Status: 
a. Illiterate b. Primary school c. Up to High school d. More than 12 
e. Intermediate f. Graduate g. Higher Education 
Primary Occupation: 
Supplement work: 
Female participation in the work: 
Nature of female work: Homely/ Partially agr./ livestock/other 
Land Holding Status: 
a. Landless b. Very small (0-4 Hect.) c. Small (4-8 Hect.) 
d. Medium (8-12 Hect.) e. Laige (12-16 Hect.) f. Very Large (>16 Hect.) 
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Market Profile 
Name of The MarketA'^illage: 
Development Block: 
Distance (from market/village): 
Reasons for choosing the market: 
a. Demand 
b. Accessibility 
c. Low transport cost 
d. Fair practices at night 
e. Suitable price 
f. Market facilities 
g. Security 
h. Others 
Role of Markets in socio-economic transformation of rural participants: 
s. 
no. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
If he/she has motivated 
with market to change / 
increase their -
Income level 
Purchasing power 
Saving 
Education 
Health status 
Housing condition 
Drinking water 
availability 
Sanitation 
Electricity 
consumption 
LPG consumption 
Cropping pattern 
Livestock rearing 
pattern 
Others 
Yes No 
If yes. 
To which extend & the nature of 
change 
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Facilities available at the market: 
a. Storage facility 
b. Adequate covered space 
c. Proper food during the day 
d. Adequate security 
e. Transport services 
f. Lack of other facilities 
.) 
Suggestions, if any by the respondents: 
1 
2 
3 
Observations: 
1 
2 
3 
4 
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